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May your Christmas be merry 
and full of cheer 
And may you enjoy true profits 
in the coming year! 


VAISEY-BRISTOL SHOE Co. 
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The wash 'n wear 
white leather that 
looks better, wears 
longer, yet costs 
no more. 
Manufactured by 


Style Footwear Co., Inc. 
South Norwalk, Conn. 


Cia 
C-clonial TANNING COMPANY, ING., Boston 11, Massachusetts 





SWING\TO 


FOR CHILDREN OF ALL AGES 


In Stock — 286 — 

White Plain Toe Blucher 

2 to 6 — B, C, D, E, and EE 

6'2 to 8 — A, B, C, D, E, and EE 


Swing to “KALI-STEN-IKS” for repeat sales 
— which mean PROFITS for you! 
“KALI-STEN-IKS” offers a complete line of 
children’s shoes — from Tots to Teen-Agers. 


They’re nationally advertised, too! 


December !5, 1960 


Vol CLIX, No. 2, BOOT AND SHOE RECORDER, Published semai-monthly by Co lton Company, 
Second -class poms paid at Philadelphia, Pa. Printed in U. S Su scrip tic 


$4.00; all other parts of the world, $15.00. Single copies 25 ep 
correspondence to: Circulation Manager, BOOT AND SHOE REC ‘ORDER. 


In Stock — 6032 — 
Patent Leather One Strap 
2to6—B,C,D,E 

62 to 8 — B, C, D, E 

8% to 12 — A,B,C, D, E 
12% to3—A,B,C,D,E 





Chestnut and 56th Sts., Philadelphia 39, Pa. 
tec ry St tates and Possess sions, $3.00; Canada, $3.50; Pan-America 
issues which are $1.00. Address subscription 
, stating old as well as new address. 
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You're in business 52 weeks a year with American Girl...the complete line that sells your 
customer all the pairs she needs, for all occasions. Every woman is a multiple customer! 
basics, sports, casuals, pumps, novelties, walking shoes, nurses shoes... styles for all females, teenage to forever. 


American Girl Shoe, 288 A Street, Boston, Mass 
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More manufacturers should try to make graceful, flattering 
shoes that are also comfortable. 


Ways of Building the Doctor-Shoeman Relation- 
BE kee caer ca dae kei seatinstinacepeens EE 

Paul De Falco gives some practical suggestions for developing 

this relationship, so vital to feature-type shoe stores. 

The Continuing Mysteries of Foot Ills .......... 30 


The public is constantly in search of relief for foot ills, but 
little is actually known about their cause and cure. 


Shoes Play Significant Role in Medical Therapy . 32 
Eric Franken, Little Rock, Ark., shoeman, devotes all his spare 

time to developing better liaison between doctors, merchants 

and the public. 
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Customers want all the associations that go with a pair of 
shoes, as well as the shoes themselves. This is the philosophy 
behind the operation of Muller's Shoes, Grand Rapids, Mich. 
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Help 


Make Children Walk as They 


Were Intended to Walk 


Here is a profitable new business opportunity 


By Carlton Lincoln 
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GUIDE TO BASIC SHOE CORRECTIONS FOR CHILDREN 


Use this informative and convenient aid prepared especially for the professional man — to 
solicit his support. Write for information on this volume-building program. 


There are thousands of children in 
your community who need your help 
so they can walk straight and true 
as they were intended to walk 

They 
toe out or toe in, have bowed legs, or 


knocked knees. 


are the youngsters who now 


Each of these youngsters needs the 
attention of a foot specialist, a doctor 
who knows exactly how each child 


fitted. 


should prescribe the proper wedges 


should be The professional 


and you should insert and fit them to 


the proper shoes 


CHILD LIFE Arch Feature 

shoes are the right shoes 

They are made to be used as wedged 
shoes to give necessary extra support 
to youngster’s feet. 

The 


helping a child to improve himself for 


satisfaction you can get in 


life is worth a lot to you — and it 


is also Good Business. 


HERBST Shoe Manufacturing Company °* 
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Not only 


properly wedged shoes a money mak- 


is the sale of the right. 
ing proposition the added business 
it is certain to bring is worth a great 


deal more. 


When you have helped a child to 
walk right you have made friends and 


customers of his parents. 


Wedging is easy to do and remains 
effective for the life of the shoe if 
you use CHILD LIFE Arch Feature 


shoes. 


These shoes are made with long in- 


side leather counters, extra strong 
right and left steel shanks, custom 
Thomas Heels and inner border heel 
wedge. This construction itself will 


satisfy the doctor's instructions in 


many cases, 
CHILD LIFE Arch Feature shoes 
are stocked in 26 different num- 


bers so that children can have 
up-to-the-minute styles. This is 


important psychologically, as all 
doctors recognize. 

To help you develop this type of 
feature shoe business, CHILD LIFE 
has a time-tested, time-approved plan 
of action in presenting your story to 


the foot specialist in your area. 


Personal help is offered by the 
CHILD LIFE representative and 
very close help is extended by 
the medical division of the CHILD 
LIFE advertising promotion de- 
partment. 


Interested dealers are invited 
to write for full information. 


CHILD LIFE Arch Feature Shoes 
along with CHILD LIFE regulars 
are open only to responsible 
dealers who can meet specific 
qualifications as to craftsman- 
ship and good-fitting practice. 


P.O. Box 2005, Milwaukee 1, Wisconsin 








Mr. & Mrs. Neolite and family... and 
wish you a Merry Christmas 
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everyone else at GOODFYEAR 
and a Prosperous New Year 
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“At Dunham’s, we specify NEOPRENE 


soles because they help sell shoes...” 


“The name ‘neoprene’ 
on soles and heels is a 
powerful sales-maker,” 
reports Mr. Stockwell, 
“because it’s a depend- 
able guarantee of qual- 
ity—to retailers and 
consumers alike. In 
fact. many of our re- 
tailer customers look 
for this name. knowing 

Donald W. Stockwell 


Divisional Sales Manager 
Dunham's, Brattleboro, vt 


it means longer wear 
under toughest possi- 
ble conditions. That’s why we'll continue to specify 
this rugged soling material for 18 of our best- 
selling service shoes—as we have for more than 


15 years!” 


P<. vu. 5. pat. OFF. 


Wearers of Dunham's service shoes rely on 
neoprene soles for comfort and durability despite 
day-in. day-out abuse on the job Neoprene not 
only withstands prolonged cold-weather service 
without cracking or stiffening. it has proven re 
peatedly its outstanding resistance to oil, grease, 


chemicals. acids and abrasion. 


Over the years. new types of neoprene and im- 
provements in existing types have kept it the long- 
est wearing resilient soling material available. 
Consumers like the extra value of neoprene soles 
You'll like their extra selling power, that helps you 
capitalize on customer acceptance. 


Specify soles and heels of neoprene for your 
work. service and safety shoes. E. I. du Pont de 
Nemours & Co. (Inc.}. Elastomer Chemicals De- 
partment BS-12, Wilmington 98, Delaware. 


NEOPRENE 


SYNTHETIC RUBBER 


Better Things for Better Living .. . through Chemistry 
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® The President's Commission on National Goals urges an 
increased role for government in the lives of individuals. 


® The next Congress will be more conservative. 
with more Republicans and increased farm 
belt representation. 


® Taxes are not going to go down and there is a 
good chance that increases will be needed by 
the next administration. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





The government will take a stronger role in directing the lives and 
activities of all citizens in the years ahead. Businessmen will find Washing- 
ton imposing tighter regulation over their activities. Individuals will see a 
marked increase in “cradle to grave’ security programs administered by 
federal bureaucracy. 

This trend is not only predicted but also is gently advanced by the new 
report of the “President’s Commission on National Goals.”’ A bipartisan 
group of leaders in and out of government, the Commission urges people to 
demand more of their government, and to be courageous when it comes to 
paying for the additional bureaucratic burden. 

The Commission was appointed by President Eisenhower to identify 
important national goals for the years ahead and to recommend ways to 
achieve these goals. The Commission was headed by Dr. Henry M. Wriston, 
president, American Assembly, and Frank Pace, chairman, General Dynamics 
Corp. 

Higher taxes are not only a possibility, they’re a probability, the Com- 
mission warns. 


The new Congress will tend to move moderately toward the right. 
Democrats still control both Senate and the House. But the number of 
Democrats is reduced in both chambers. And Republicans gained their added 
strength chiefly from the farm belt. 

The result is a dilution of the heavy Democratic majorities that ruled 
the Senate and House in 1959 and 1960. Democrats still control, however, 
(66-34 in the Senate; 262-175 in the House) so President-elect Kennedy can 
still get what he wants from Congress if the leaders can keep the members 
in line. 

But the Congress is going to have to pay closer attention to farm needs, 
despite Kennedy's “everything-for-the-consumer” attitude. On other national 
issues, the Congress will tend toward a less liberal approach. 

You can dismiss speculation that Kennedy’s first months with the new 
Congress will resemble the bold “hundred days” of dramatic and sweeping 
changes voted by the Democratic Congress of F. D. Roosevelt’s first term 
Then, there was widespread distress and demand for startling action. Today, 
the nation is reasonably well off. The factors that spawned the famous 
“hundred days” of reform laws in 1933 are simply not present today. 


Don't count on tax cuts in 1961. The government’s need for revenue 
is going up, not down. The high cost of policing the world, plus added de- 
mands for government spending at home, is taking more dollars than had 
been estimated. 

President-elect Kennedy made it clear in his campaign speeches that 
he was not promising tax reduction if elected President. 

This is a refreshingly honest attitude for a politician to take. But it 
undoubtedly is an attitude that reflects the grim and tense world conditions 
that will continue to confront the United States and the free world for a 
long time to come. 

What about the possibility that taxes will go up? Mr. Kennedy is not 
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®@ The FTC has reaffirmed that the need to meet 
competition does not justify giving promotion 
allowances to favored customers. 


Report from 


@ A pro-consumer attitude under the Kennedy 


WASHINGTON (SUS her re beecenmen 0 





eager to talk about this grim possibility, but the possibility is there, never- 
theless. 

In the summer of 1960, Mr. Kennedy and Professor Kenneth Galbraith, 
one of his economic advisors, were speaking openly of the desirability of 
raising taxes. But this line of talk frightened other Democrats running 
for office, and an agreement was reached to knock off such talk—at least 
intil after the elections. Mr. Kennedy has now shifted his position on taxes, 
and has replaced the Galbraith line with the Walter Reuther line—that 
pump priming by the government will so stimulate business that the result 
ing increased tax collections will be sufficient to meet all the government 
needs. (Neither Mr. Kennedy nor Mr. Reuther mention that pump-priming 
failed to work when tried out by Washington in the 1930s, the 1940s, and 
in the early 1950s 


A supplier’s defense that he “must meet competition” is not a valid 
excuse for making promotion allowances to certain favored customers, the 
Federal Trade Commission says 

This reaffirmation of the FTC's position on discriminatory payments to 
favored customers followed a plea by Exquisite Form Brassiers that it made 
promotional allowances to certain customers “in good faith to meet com 
petition.” 

The Robinson-Patman Act forbids payment of advertising allowances 
or promotion allowances unless such considerations are made available on an 
equal basis to all customers. 

It’s evident that the FTC is not slackening its new and fairly furious 
pace of prosecutions against discriminatory pricing. And President-elect 
John F. Kennedy has made it clear that he intends to order the FTC to 


continue operating at its stepped-up rate of activity 


Consumers will be riding high, under the Kennedy Administration 
More than ever before, Washington is about to emphasize new laws and 
regulations designed to strengthen the consumer's hand in the marketplace 

Actually, this pro-consumer attitude will be an extension of the policies 
pursued by the Congress in the past six years and—somewhat belatedly—by 
the Eisenhower Administration. 

The “everything-for-the-consumer” policy of the Kennedy Administra 
tion and Congress will show itself in such actions as new investigations 
unfriendly) of “high prices’; demands for new labeling laws applying 
to such items as footwear and other forms of apparel, and a new rash of 
lawsuits brought against businessmen by the Federal Trade Commission 
and the Justice Department 

An important new report made to the White House by the President's 
Commission on National Goals also emphasizes the trend toward “pro 
tecting” the consumer. This report, made at President Eisenhower's request 
outlines the views of some leading executives—both in and out of govern 
ment—on what courses of policy the federal government should pursue 
during the decade ahead 

“There is need for more | programs| which represent broader interests 
such as consumers and taxpayers,” the Commission states. And the Com- 
mission goes on to note that continuing government action is needed to 
“protect” consumers and to enforce laws against monopoly trends and col- 
lusion among businessmen. 

To pay for this extra policing, higher taxes may be necessary, the Com 





mission warns. 
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by JOHN REILLY 


Editorial 





The Needle Toe Rut 


N the November 15, 1957, issue this page expressed 
the strong opinion that the industry was over- 
emphasizing extreme styles. 
We said that too much creativity and promotional 
effort was being expended on shoes that could, at best, 
appeal to only a fraction of the consuming public. 


A “New Look” 

At that time the pointed-toe was having its first real 
impact on women’s shoe styling and the furor it was 
considerable. At the same time the 
Italian influence was becoming strong in men’s shoes. 
For the first time in many years we had a truly “new 
look” in shoes and the industry was going “all out” 
to make the most of it. 


creating was 


In the three years since, we have seen the pointed 
triple needle. 
We have seen the Italian influence take over the men’s 
business and the pointed toe come to men’s and chil- 
During this time these innovations have 
stimulated sales in all these categories, but they have 
timulated them only to those customers who like them 
with 


toe progress to the single, double and 


dren's shoes. 


and who can wear them some semblance of 
comfort. 

During this period we have seen an amazing con- 
centration of designing skill and advertising and selling 
effort on these extremes. This has been true both at 


the manufacturing and retailing levels. 


The Limitations of Extreme Styles 

Our 1957 editorial was prompted by letters from 
practical shoemen who saw, at the time, the limita- 
tions in fit of pointed toes and extremely lightweight 
oft shoes. They felt, at the time, that in this undue 
concentration on extremes the industry was ignoring, 
at least in its promotion, the broad base of styles which 
account for 40-50 per cent of all shoe sales. And they 
pointed out that most customers, particularly women, 
who could not wear pointed toes would become increas- 
ingly dissatisfied with the shoes they were buying. 

Recently we received a letter from one of the mer- 
chants who suggested the 1957 editorial. He 
that, exactly as we predicted, the industry has pro- 
moted itself into a corner and suggests that we re- 
publish the editorial in its original form at this time. 

But the situation is actually far more serious than 
it was three years ago. So much so that we think a 
complete re-examination of this phenomenon is in order. 

A glance at the national advertising in any of the 
fashion magazines or retailer’s advertising in the met- 
ropolitan Sunday newspapers presents a clear picture 
of the rut into which we have dumped ourselves. Al- 


writes 


December 15, 1960 


most every women’s fashion advertisement, in practi- 
cally all price ranges, features high heel pointed toes, 
usually pumps, to the exclusion of all other types. And 
the same monotonous picture is evident in window and 
in-store displays. 

Three years is a long time to stay with a style theme, 
no matter how good it may be. 

And the more pointed the pointed toe became, the 
more questionable it became as a profitable fashion 
promotion. Certainly, as were whittled down, 
fewer and fewer women could wear them with comfort. 
And so we see the amazing spectacle of an industry 
directing costly advertising and promotion towards an 
increasingly diminishing audience. Unfortunately, the 
trend shows no sign of reversing itself. 

But there is a far more consideration in- 
volved. Actually we are continuing to spend hard-to- 
get advertising dollars trying to convince women who 
simply can’t wear pointed toes that they are the only 
fashion right footwear. Perhaps that is why so many 
women are saying, “There are just no new shoe styles. 
Shoes in chain store windows look exactly like those 
in the high grade shoe shops.” 

Our correspondent makes this excellent point, too. 
“When stylish women convinced that the 
pointed toe is the only correct dress shoe, and they 
know they can’t wear them, they buy a minimum quan- 
tity of ‘wearable’ shoes and content themselves with 
being fashionable from the ankles up.” 


toes 


serious 


become 


Diminishing Returns 

At any rate, this concentrated advertising on ex- 
tremes has reached the point of diminishing returns. 

In this great industry of ours there is sufficient de- 
signing talent to come up with something new and 
different. The time was never more opportune! 

With so much to tell customers about materials, tex- 
tures and surfaces why have we become so preoccupied 
with one shape, varied only with a few heel heights? 

Granted that we must work primarily with lasts, 
why can’t there be a variety of lasts which the con- 
sumer and know that she is in fashion. 
Need we continue to tread the monotonous straight 
and narrow path of the last three years? 

There must be fashion authenticated styles to ac- 
commodate a broader base of customers who, in fact, 
have perfectly normal foot sizes and shapes and who 
cannot wear the extremes we are offering them today. 
It is the responsibility of our creative American de- 
signers to develop such styles and of our fashion and 
promotional people to authenticate them with the con- 
suming public. 


can wear, 
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Matic topline 
Leather sole, 
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Jarman’s fabulous shoe that 
adjusts to the foot 
automatically as you walk! 


The Snug-A-Matic is an entirely different 
concept in slip-ons an elasticized topline 
which immediately adjusts snugly to the 
wearer's foot and “eliminates for all 

time that worrisome slipping and sliding.” 
Quite a selling feature -— as Jarman 
dealers everywhere are profitably finding 
out. Available in several fast-selling 
styles, Snug-A-Matic is just one of 
numerous highly promotable features 

in the nationally advertised Jarman 

line. Write for full information 


$10.95 to $19.95 most styles 


SHOES FOR MEN 


Jarman Shoe Company, Nashville, Tennessee »« A GENESCO Division 
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Pro YOU ALL 


Many of the experts are getting ready for their 
year-end exercises of predicting the course of busi- 
ness for the coming twelve months. 

These gymnastics generally fall into three categories: 
vetting out on a limb, straddling, or taking a cautious 
stand. 

Some of these “sachems” are saying that we may be 
heading into a recession in ‘61. 

Taking it from there, SALES MANAGEMENT, in 
their “Significant Trends” recently pointed out: 

“If a recession does materialize, chances are good 
that it won't be terribly serious. It would probably 
be shorter and less severe than the 1958 version. . . . 
“There is a good possibility that if a recession did 
occur it would be a spotty, rather than universal, 
drop. In some areas and some industries there might 
be little effect. But it wouldn't he peaches and 
cream anywhere, and in many areas business would AND ANOTHER 
be plain lousy. As long as there is a chance of being Nee 
hit by a recession, it is safer and wiser to be ready / 1 RFUL EARFUL FROM THE REST OF Tye CANg 
for the worst. ERRYy CHR 

“This year has been something of a business plateau. rw Dna CD ISTMAS 
So, no downturn will hit as hard as it would after , 

a peak year. And the fact that the country was not 
on a buying spree in 1960 should mean that a high 
level of demand will be quicker in coming than if 
this had been a boom year.” 

There are ways to beat a recession before it starts. 
The three M’s is a good place to begin: Management, 
Manufacturing, Marketing. Make every person, every 
hour, every phase of your business more productive. 





It's a good thing to be prepared for a recession. 
should it come; but it’s better to extinguish it before 
it starts. 


Thanks for making 1960 another 
} rR record year... and wishing you: many 
Sf er Qerans ° happy Jumping-Jacks years to come! 


i ia VAISEY- BRISTOL SHOE CO. + Monett, Mo. 
Publisher 
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Super Cushion 


VEL-FLEX 


Our dealers tell us . . . 
"The greatest sales repeater in years.” 


"The most comfortable shoe I've ever 
worn for day-long standing and walk- 
ing." 


GEO. E. KEITH COMPANY 


Brockton 63, Mass. 








e Dates to Remember 


MAJOR MARKETS . 
Advence ~ Shoe Marist Week 


Eng Shoe ond Leathe A 
Mote ‘Stotler Hilton and 

Shoe Market of America, 
Shoe Monufacturers As 
Sheraton - Jefferson, Statler -H 
Lennox and Park Plaza and St 
Merchandise Mart, St. Louis As 

Popular Price Shoe Show of America, 
New England Shoe and Leather Assn 
nd Nationa! Assr * Shoe hair 
tores, Sheroton-Atlentic and 

rker Hotels, New York. Apr 


. AND KEEP IN MIND 


Philadelphia Spring and Summer Shoe 
Show Adelphia Hote Ph | 
Sapiro Stete Footwear Assn., Inc Shoe 
| nventior yr 
bl wt yrO ‘ N 
Twin City Shoe Guild, Sumer 


Pou! Hotel. S+. P 


Associated Shoe Travelers of Baltimore 
P — —_ ¢ w Lord 
New York Shoe Wholesolers’ Assn 
S: Lee Show. members ‘ 
Pennsy! lvania Shoe Travelers’ Assn., Inc 
Y ® show Hotels Penr 
nd Carllar 
Mi dees Shoe Travelers’ Assn., 
w Palmer House 
Designers Shoe Guild, Advor 
mee members’ shows 


k Weer 


Tanners’ Council of America, 
oe f Ratan t 


Paton uM 


Pacific Northwest Shoe Travelers Inc 
F MO S} w New Wo r ror 

n a ee ian tals Seattle 
Designers Shee Guild, Fo 
' . New 


Weer t As 


North American Factory Mesagement 
Conference, National Shoe M 
srers Assn., Netherland } 


- 


Northwest Shoe Travelers, Inc., 
Shoe F ¢ Paul Hote Ce ) 
Minr Ar , 


Meuntein States Shoe Trovelers Assn 
; Shoe Market, Albany 6 
Denver Aor 
Southeostern Shoe Travelers, Inc., 
Shoe w, Henry Grady 
, Peachtree nd) «Dink le 
tals Atlanta Apr ? May 


Accounting ond | CBee en 
Clinic, Eost 
Monui ue, faneanelt lake 

get ee tt Clinic, Nationa 

a9 turers Assn Stotler 


Mote ios York 


FOREIGN ... 


Italian National Footwear Fashion Show, 
Palazzo de! Podesta, & jno sly 
M la h 
International Footwear Show, Nationa 
Assn. of Italian Shoe Manufacturers 


Vigevano, Italy Sept. 17-25 
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Headlines 





‘Satisfactory’ PPSSA Reveals Spring Optimism 


Registrations at the Silver Jubi- 
lee show ran slightly ahead of 
a year ago, and most exhibitors 
were satisfied. Increases in both 
shoe production and retail sales 


were predicted for 1961. 


By ESTELLE G. 


NEW YORK—Regardless of the 
multiplicity of shoe shows, or per 


ANDERSON 


haps because of it, there are always 
who put off 
making their buying commitments 
until the minute. Others 
erate on a daily or weekly pattern 
of open-to-buy. Still others have 
their orders, but 
shop the show to see if they can 


some retailers will 


last op- 


already placed 
find something special to add spar- 
kle to their lines. 

Whatever the reason, put them 
all together and they add up to the 
traffic pattern of a show. They did 


at the PPSSA. 


Busy Start—-The Silver Jubilee 
Popular Price Shoe Show got off to 
start 
momentum 
Traffic 


a surprisingly good Sunday 
and maintained this 
through its first two days. 
at the Sheraton-Atlantic Hotel, 
where branded lines were concen- 
trated, and the New Yorker, where 
the emphasis was on men’s shoes 
and the volume lines, was good. By 
Tuesday noon, signed registrations 
were running 2 per cent ahead of 
the 1959, show and 1 
per behind the May, 1960, 
Attendance is normally 
higher in May than in November.) 


November, 
cent 
event. 

tarely, if ever, is exhibitors’ 
opinion unanimous as to the effec- 
tiveness of a particular show. Gen- 
eral consensus, however, among the 
800 exhibitors (of 1,000 units) at 
this PPSSA was that it was satis- 
factory from the standpoint of in- 
the lines, business 


terest in and 


placed. 


Optimistic Outlook — Merchants 
at the show were encouraged by 
the fact that retail sales had picked 
up during the previous week or 10 
days, and they were looking for- 
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ward to good Easter retail busi- 
ness. 

Deliveries were specified for “im- 
mediate, from in-stock” or January- 
February. The latter is important, 
in view of the early Easter and 
the necessity for gauging consumer 
reaction in time to size up on the 


more popular “hot numbers.” 
Higher Sales and Output—Indus- 

try experts, discussing 1961 

pects at a press conference, fore- 


pros- 


shoe 
20 to 


chains will account 
25 per cent. For 
year the experts foresaw a 
gain of about 5 per cent, 
which would mean an all-time high 
of more than $4.5 billion. 


As for shoe 
substantial 


volume, 
for about 
next 


sales 


620 Million in 1961 
production, there is 
reason to expect a 1960 total of 
605-610 million pairs—a big de- 
crease from 1959’s record output of 


638 million pairs. Last year’s rec- 


Good business ahead? Apparently so, judging from volume buyers’ smiling countenances at 


PPSSA. From left: Don Solon 


from G. Fox, Hartford, Conn. 


department store; William 


Morse, Morse Shoe Stores, Boston; Howard Gaber, Gimbels, New York; Dan Druth, Maling 


Brothers, Chicago 


saw upturns in both retail sales 
and production. On hand were Al- 
fred L. Morse of Morse Shoe Stores, 
of the National 
Stores; Saul 
Shoe Co., 


vice-presi- 


Boston, president 
Assn. of Shoe 
L. Katz of. Hubbard 
Rochester, N. H., first 
dent of the New England Shoe and 
Leather Assn., and Julius G. 
Schnitzer, director of the Leather, 
Shoes and Allied Products Division 
of the Commerce Department. 
They indicated that although re- 
tail for fall have 
below most expectations, operators 
of large retail companies antici- 
pate that December sales will re- 
verse the trend. Retail sales of 
footwear for 1960, they said, should 
reach $4.3 billion. Of this 


Chain 


shoe sales been 


about 


and E. Beifus and Saul Greenwald, Kari Shoe Stores, Los Angeles. 


ord, the 
part to the fact that some produc- 
tion was borrowed from 1960. But 
sign that manu- 
facturers have borrowed from 1961 
output. As 
for 


speakers said, was due in 


there is no shoe 
a result the prediction 


calls 620 million pairs next 
year. 

Retail prices are expected to stay 
firm. No shift is expected for 
spring, since leather prices are sta- 
ble. In hide prices the trend is ex- 
pected to be down somewhat in 
1961. There will be greater cattle 
slaughter, which means higher pro- 
duction. Meanwhile there is no in- 
dication of any marked change in 
domestic consumption—if anything, 
it will be slightly lower. 

(CONTINUED ON NEXT PAGE) 
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(CONTINUED FROM PREVIOUS PAGE) 
Chains Continue Growing—Con- 
tinuing expansion is one objective 
of the shoe chains and other vol- 
ume distributors in 1961. There 
will be an of 4 to 5 per 
cent in the number of retail units 
for the distribution of popular 
price footwear, the press confer- 
ence was told. Expansion plans 
include downtown locations, shop- 
ping centers, roadside stores and 
self-service department stores. 


increase 


Women’s Lines: Triple 
Needles Sell Strongly 


By ELEANOR M. RUTTY 


CONFIRMATION of spring-into- 
summer women’s style trends was 
provided at the PPSSA. Triple 
needles were best sellers for all 
style houses. They were being used 
on both 18/8 and 23/8 heights. More 
conservative manufacturers | still 
made single needle toe shapes. 
Vamp treatments gave them a more 
tapered look. 

Heels showed the expected wide 
range in heights and variety in 
shapes. There were smart little 
walking heels, 12/8 and 14/8, of 
stacked leather. Low covered heels 
and some stacked in effect were 
shaped for more dressy shoes. In 
the medium range there were 
stacked leather heels, 18/8, for 
spectator and tailored types. In this 
height — occasionally 17/8 or 19/8 
instead of 18/8 —there were also 
slender, shaped, and covered or 
“stacked” heels. The 23/8, very 
slim heel continued strong 
ever. 


as as 


Flats Are Popular—Flats, many 
of them. stacked and_ slightly 
shaped, also continued im- 
portant, some in styles only for the 
young customer and some suitable 
for any age. 

Closed pump patterns—in round, 
square and a few deep U-shaped 
throatlines — continued in number 
one place, but open shanks, open 
backs and a variety of cutouts 
showed the growing trend toward 


very 


opening up the pump. Besides the 
pump, low-cut ties 
let—and tie effects appeared more 
often in style lines. Some of these 
had open throats and gave the effect 
of a Theo tie. Wide instep straps 
with large buckles appeared as a 
continuing style. 

Dressmaker treatments 
added variety to pumps. 
These included pleatings, shirrings, 
pipings, bindings, 
overlays. Leather lacings ending in 
little bows were attractive decora- 
treatments. In 
shoes, wide, contrasting stitching 
looked smart. Perforations, buttons 
and buckles effective in all 
types of shoes. 


one or two-eye- 


gave 
c le sed 


underlays and 


tive more tailored 


were 


Color Gains — With the biggest 
percentage of shoes for spring still 
expected to sell in black patent 
leather or calf, color played a role 
of growing importance. The neu- 
tral tones from bone to rich medium 
tans were given next in im- 
portance to black. 


as 


Ways of combining colors were 
even more important and new look- 
ing than the themselves. 
These combinations 
trasts—soft, sharp or clashing 
ombrés in close blends. White com- 
bined with them looked 
fresh and spring-like. Black proved 
to be the right 
color groupings. 


colors 
included con- 


and 


some of 


contrast in other 


With an 


year, a 


Longer White Season 
early Easter this 
white season is anticipated. 
was white shown at 
PPSSA and 
black, with 
beige, with 
the pastels. 


longer 
There 

the 
with 


all-over 
white 
tan and 
bright 
srilliant 


touched 
and 

all 
multicolor 


brown 


colors and 


patches, overlaid on white, were an- 
other popular way of treating it. 

the 
lusters 


Among leathers, beside 
smooth and glossy finishes, 
were very much liked as trim or all- 
over. Fine grains continued strong. 
A few snakeskins shown. 
Straw in natural and pastel combi- 
nations, often with luster finish, 
was an important summer material. 
Mesh was also shown in black or 
floral prints. 


were 


Men’s Shoes: Styling 
Is More Conservative 
By GERVASE BUTLER 


CONSERVATIVE domi- 
nated many of the men’s lines at the 
PPSSA. This does not imply lack of 
variety in the shoes men will see 
at retail] next spring. It means only 
that there lower-than-usual 
quota of wild extremes to mar the 
general impression of good-looking 
foot fashions. 


styling 


was a 


for 


“trim 


It means also a broad base 
successful promotion of the 
slim look” proposed as the kickoff 
for 1961 men’s sales by the National] 


Shoe Institute. 


Dark Browns Challenge—Check- 
points for fashion trends play the 
field. There is indication 
that rich, dark chal- 
lenge the black, black look in dress 


strong 


browns will 


shoes. Variations on burnished 


olive, the bronzey tones, ought to 


help this. There is emphasis on im- 


portance of antique treatment for 


lighter shades 

are smooth, fine- 
This 
keyed to the lightweight, close-edge 
all 


Dress leathers 


grained, boarded surface is 


construction evident in shoe 


types, eyelet and slipon 
made 
but 


styles 


Slipons have undoubtedly 


inroads on laced-type sales, 


three, four-evyelet 
with high-riser effect 
tion for heart 
other stitch details 


two, even 


merit atten- 


wing, Guantone and 


Eyelets are of major importance 
in ventilated 
too the slipon is new competition. 


shoes, although here 


Elasticized Topline Rules—Uni- 
versal application of the elasticized 
for improved slipon fit 
marks spring offerings. Paradoxi- 


cally the sophisticated, almost aus- 


topline 


tere slipon styling with controlled 
detail dispensed with this new in- 
gredient. Shoehorns are due for a 
revival! 

In young men’s dress styles, long- 
the 
reflect 


accepted details such as em- 


phasis on hardware new 


neatness. Scaled-down buttons and 
buckles are top Tapered 
toes, in the main, avoid the so-called 
winklepicker sharpness. 


choice. 


Casual shoes for men and young 
men indicate strong preference for 
soft tannages including glove and 
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deerskin types. This includes em- 
phasis on the colorings associated 
with them, off-white, loden 


and other pale tones. 


bone, 


Brushed 
color. 


Casuals “Dressed Up” 
leathers pace the trend in 
Makers will try new and handsome 
shades which key to apparel com- 
binations. 

Apparent too is a trend to dress 
up the casual shoe, to put a leather 
sole under it as a slimmer, but re- 
taining the soft upper. This stays 
strictly a casual shoe, but for the 
man who wants a little more finesse 
in styling. 

To list a few negatives: the boot 
look is out... the square toe ditto 
center seams are slipping. 

Things to come: more importance 
for the ventilated 
fabric, thanks to 
Plenty of 


types 


leather or 
improved looks. 
the sneaker 
Foreparts are 


a! hoe, 


action in 
Same reason. 


growing shorter and heels higher. 


Children’s Lines: Adult 
Styling Is Predominant 
EARLY Easter is going to give 


children a “double take” 


concerned 


as far as 
There 
sell them 

for the 
the 


new hoes are 
will be an opportunity to 
one pair of 
holiday . 


first até ps into spring 


shoes 


dressy 


then another pair for 


ally line of chil- 
display at the 
“adult 
for 


slim, 


Practic: every 


dren's 
PPSSA 
styling.’ 


shoes on 
put an emphasis on 
Most of the 


and boys, too, 


shoes 
girls, were 
tapered, lightweight and flexible. 
In the girls’ shoe category there 
was lots of black patent leather, 
followed by smooth black, 
(solid or colorfully trimmed), 
Step-in 


bone, 
white 
composé colors, blue, red. 
patterns were important and there 
needle toes. Straps 


were many 


swivel or fixed, narrow or sabot 
types, even some foreshortened T’s 

-were very much in 
Heels, for the most part, 
shaped. In the casual and 
category, there were the softee-type 
flats, the patch saddles, three-eye- 
let bals, pouch oxfords and step-ins 


with elasticized toplines. 


evidence. 
were 
sport 


Color Is Sales Spur—Color will be 
the important impetus in the sale of 
all shoes fresh colors, 


multis and pastels. As the season 


clear, 
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Buyers from four chains engage in serious discussion at the Silver Jubilee PPSSA. From 

left to right: S. Nussbaum, Berland Shoe Stores, Inc., St. Louis; Joe Long, Hardy Shoe Stores, 

and P. C. Runyon, Bell Bros. Shoes, both divisions of General Retail Corp., Nashville, Tenn., 
and Emil Alberts, G. R. Kinney Corp., New York 


progresses, the colors will intensify 


and will probably find excellent 


expression in the open, barefoot 
sandal types. 
In the 


capsuled style outlook, 


boys’ shoe category, the 
as reflected 
in the lines on display at the show, 
indicates: A continuing 


on high-risers. There will probably 


emphasis 


be substantial gains in slipons. 


Gored types, especially the side or 
and elasticized top- 


sleeve gores 


lines, will be important. 


Slim Silhouette — Slim, 
weight, tapered: that’s how the sil- 


light- 


houette emerges. Pattern-wise, in- 


verted seams, Guantone st 


itching, 
plain toes and diamond medallions 
are expected to show good increases. 
that black 
first position, but 


antiqued browns seem to be gaining. 


There is no question 


will remain in 
It is interesting to note that out-of- 
merchants 
the 
counterparts. 


town were 


than 


more apt to 


buy browns their urban 
Smooth and grained 
hold their 


important place in dress shoes, and 


leathers will continue to 


there is every indication that glove 
and soft tannages will increase for 


the casual types. 


By ESTELLE G. ANDERSON 


Stacy-Adams Names Grundy to Direct Sales 


BROCKTON, MASS. 
ment of Ralph W. Grundy as sales 


Appoint- 
manager of the Stacy-Adams Co. 
here has been announced by Arthur 
Albert 
made 


F. Luce, secretary-treasurer. 

Mike) Vinal, Jr., has been 
assistant sales manager. 

Mr. Grundy has active in 
sales work with Stacy-Adams for six 
years, both in the field and at the 
factory. The company says he has a 
thorough knowledge of style develop- 
ment and retail merchandising. 

Mr. Vinal was associated with the 
Mercedes Shoe Importing Corp., Re- 


been 


RALPH W. GRUNDY ALBERT VINAL, JR. 


gal Shoe Co. and The Stetson Shoe 
Co. before joining Stacy-Adams. 
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Genesco Sales at Peak, Profits Dip 


NEW YORK—Genesco, Inc., com- 
piled the highest sales in its history 
in the fiscal year ended Oct. 31, but 
net earnings fell to 5 per cent below 
last year’s all-time peak. 

Sales amounted to $321.2 million, 
an increase of 16 per cent over the 
$276.4 million for fiscal 1959. Net 
earnings were $8.2 million compared 
with $8.6 million. This equals $2.17 
per common share compared with 
$2.66. 

Interpreting these results, Chair- 
man W. Maxey Jarman said that 
factors governing hide and leather 
poor third 
but a strong recovery was evident in 
the final quarter of the fiscal year. 
“Unusual development expenses for 
new products” were also a key factor 


costs caused a quarter, 


in the earnings picture, he indicated. 

In the industry, 
biggest 1960 
Magic Rim 
the number of 
ing operations and producing more 
flexible, lightweight shoes. 


Genesco’s 
its 
reducing 


shoe 
innovation was 
construction, 


required manufactur- 


In recent years Genesco—formerly 
General Shoe Corp.—has grown into 
a diversified manufacturer-retailer 
of apparel as well as footwear. Dur- 


ing fiscal 1960 the company acquired 
L. Greif & Bro., a major men’s 
clothing maker, and Kingsboro Mills, 
Inc., a lingerie manufacturer, as well 
as the 15-unit Wise Shoe Stores 
chain in New York City. 


Colonial Buys N. H. Plant 


For Split Leather Lines 
BOSTON — To handle its newly 
established lines of split leathers, the 
Colonial Tanning Co., Inc., here has 
pought a 40,000-sq.-ft. manufactur- 
ing plant in Raymond, N. H., and 
has equipped it throughout with 
modern machinery 
First of these new lines to be in- 
troduced is the previously announced 
Polar Patent, said to be a soft, mel- 
low leather, either grained or 
smooth, with the depth of regular 
patent plus a long-wearing finish. 
Other new split leather types with 
unique finishes are in development 
In addition to these are Colonial’s 
Colideo line of sueded upper splits 
and its Fynap line of ooze linings 
The company will continue to offer 
both in an expanding range of colors. 


Shoe Corp. Will Enter European Market 


COLUMBUS, O.—Shoe Corp. of 
America, one of the country’s major 
shoe chain organizations, announced 


plans to engage in business in the 
six-nation European Common Mar- 
ket. 

Robert W. Schiff, president and 
treasurer, said management has en- 
tered into an agreement with Harry 
Frankel, a prominent figure in inter- 
national shoe trade, to organize a 
foreign corporation. It may manu- 
facture, distribute or retail shoes, or 
do all three, a company spokesman 
explained. 

Mr. Frankel, a partner in and op- 
erator of the Harry Frankel Organi- 
zation, Empire State Bldg., New 
York, will become chief executive 
officer of the new corporation. In ad- 
dition he is expected to be elected a 
vice-president of Shoe Corp. at a 
subsequent directors’ meeting. 

Decision to move into the Euro- 
pean market was termed “a form of 


20 


experiment.”” The new, general-pur- 
corporation will be formed 
within the next six weeks. Although 
a definite operation may not be de- 
cided on for a more, it’s 
considered certain that some sort of 
retail chain will be up, based 
on Shoe Corp.’s and Frankel’s ex- 
periences in this country and mar- 
ket research in Europe. 

The original foreign company will 
be small. Under present plans it will 
be open to participation by residents 
of the Common Market nations, 
Shoe Corp. will expand 
only as volume grows. 

The Common Market was created 
by Belgium, France, Germany, Italy, 
Luxembourg and the Netherlands 
three years ago with the eventual 
goal of eliminating tariffs and other 
trade restrictions among these six 
countries, and adopting a common 
tariff on imports from outside the 
six nations. 


pose 


year or 


set 


said, and 


Tribute to Schnitzer 


Julius G. Schnitzer (right), director of the 

Leather, Shoes and Allied Products Division 

of the Commerce Department, receives 

plaque “in recognition of his attendance 

and counsel at all 25 Popular Price Shoe 

Shows.” Presenting it during show breokfost 
is PPSSA Co-Chairman Alfred L. Morse 





Michael A. Miller, Retired 
Manufacturer, Dies at 68 

NEW YORK—Michael A. Miller, 
68, former board chairman of I. Mil- 
ler & Sons, Inc., women's shoe man 
ufacturers, died Dec. 1 of a 
heart ailment 

He was the son of 
Miller, 
which has 
$30 million in 300 stores 
tributorships in the U. S 

Michael Miller was a 
the Shoe Manufacturers 
Trade of New York. He 
known as an investment banker. He 
was a limited partner in the New 
York stock brokerage firm of D. H 
Blair & Co 

During World War II he devised 
methods for making parachutes, flak 
suits, electricaily heated gloves and 


here 
the late Israel 
the 


an annual volume of over 


founder of company, 


and dis- 
founder of 
Board of 


was also 


blankets and other items 


LIA Film for Television 
Promotes Yule Shoe Gifts 

NEW YORK ‘Santa 
Happy Shoe Year,” a film produced 
by Leather Industries of America to 
stimulate sales of leather footwear 
as Christmas gifts, is currently 
being seen on television across the 
U. S. and Canada. 

The film is being telecast through- 
out the holiday shopping season. LIA 
says some 5 million shoppers in 120 
cities will see it before Christmas. 


Says: 
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AMERICA’S FINEST 
CHILDREN’S SHOE-—- 


now available to leading retailers 


International Shoe Company is proud to _ colors, in both the regular and orthopedic welts 
announce that VITAPOISE, America’s finest for boys and girls, and the smart cemented 
children’s shoe, is now available to a restricted styles for girls. Nationally advertised in 
number of key shoe retailers. Here is the PARENTS’ MAGAZINE, quality-built 
prestige brand that will assure your reputation throughout, VITAPOISE is recommended by 
for quality and leadership—and at the same doctors for orthopedic prescriptions. Expert 
time improve your profit picture! fit and construction from the world’s largest 

shoemaker will build profitable repeat business 
Now you can offer discriminating customers for you...and what’s more, VITAPOISE 
a complete line of classic patterns and new is holding the price line! 


STILL RETAILING AT S&BP5 and SVS 


Your customers will look for these quality features! 


Oo Leather counters add firmness © Reinforcements in vital parts 

© Seomless sides prevent rubbing © Only top-quality leather used 

© Steel shanks for sturdiness @ Top-grade leather soles for long wear 

4] Leather heel base built for easy oO Goodyear welt for economical repair, 
orthopedic adjustment orthopedic adjustment 


VITAPOISE division of 
international Shoe Company ° St. Louis, Mo., Manchester, N.H., Atlanta, Ga. 
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HEYDAYS SHOES INC 


22 


The line superior 


to Heydays’ Fall 1960 is 


the Heydays’ Spring 
1961 line...now selling 


like "BO '61. 


Itis already 


consumer approved. 


Most attractive in three shades 
of the same color Firenze Calf 


(Note new heel.) 


© 2032 LOCUST STREET © SAINT LOUIS 3, MISSOURI 
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Voice of the Trade 


“The major companies of today will be 
the 
was the recent prediction by JOSEPH 
S. STERN, the United 


States Shoe Corp. “We have a huge 


super companies of tomorrow,” 


chairman of 


market and, importantly, an ever-in- 
creasing market,” he said. “And one 
of the great things about the shoe in- 
other in- 
takes 

for 


dustry is that, unlike many 


dustries, the consumer already 
and quality completely 
You 
tween competing sellers just by look- 
ing at the style of the shoe, so the 


customer must, and increasingly does, 


price 


granted, can't distinguish — be- 


rely on the brand name.” 


FRANK J. HEEP, head buyer of 
women’s shoes at Marshall Field & Co.., 
Chicago, IIL, says: “More than ever, 
we are in a market where no longer 
does the customer beat a pathway to 
your store. Just to stay even, the shoe 
merchant will have to put up a fight. 
“One of the major problems facing the 
shoe business today is inventory. Shoe 
stores will have to keep their stocks 
clean and current. At the same time, 


will take 


advantage of new trends as they arise. 


thes have to be ready to 
“Retail shoe volume for spring 196] 
can, and will, rise up to ten per cent 
over last year . . . in direct proportion 
tu how much the retailer promotes.” 


* . oa 


1961 


Says 


“Spring prospects are very 
bright,” LARRY BALTZLEY, 
manager of Brills Men’s Shoe Depart- 
ments in Milwaukee, Wisc. “Men are 
steadily becoming fashion conscious,” 


he adds. “They 


mileage in footwear these days. More 


aren't just buying 
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and more men are being successfully 
educated to appreciate and demand 
the latest styles and colors. And we. 
in the men’s specialty shops, are ex- 
cellently situated to fill their demand. 
“I think the biggest problem facing 
men’s shoe retailers in 1961 will be to 
get more volume out of their present 
list 
spend their time running promotions 


of customers. Too many dealers 
to bring in new customers. They over- 
look the fact that their best source of 
added volume is the list of satisfied 


patrons they already have on their 
books. Devising plans to bring our 


back the 


often is going to take up a lot of our 


customers into store more 
time and effort next year.” 


JIM BENSON, shoe buyer for 
Ven's 


SANS: 


Voore’'s 


Store in San Francisco, Calif... 
“Our business is up fifteen per 
cent over a year ago and we believe 
that the spring business will be equally 
good. Some are predicting some sort 
of a depression after the first of the 
vear, but my belief is that we are more 
likely to have the business upturn in 
1961 that we were supposed to have in 
1960. 

“We do a large repeat business. We 
try to make a friend of every customer. 
We make it a point to get his name 
and address; and he hears from us at 
frequent intervals. Right now. we are 
preparing to send out some special 
advertising to about fifteen thousand 
names on our customer list.” 


so » e 


\. H. YEARY, president and general 
manager of Taggart Shoe, Inc., re- 
cently told a group of company’s man- 
agers and assistants from retail outlets 
in Ohio, Kentucky and West Virginia: 
“Trends in lasts, styling and materials 
have been finalized through the sum- 
mer selling season. Closed pumps with 
the continued elongated slimness of 
toe will predominate in women’s shoes. 
This footwear has been fashioned to 
the trend in 


complement current 
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women's apparel, exemplified by in- 
creasing softness in material and con- 
struction, as well as a wide array of 


colors. 


“Specialization is the principal weapon 
to combat the self-service trend which 
more prominent each 
day,” ALFRED WEISS. 
of Alfred Weiss Junior Footwear in 
Ohio. “Water to its 


own level.” he explained. “Self-service 


is becoming 
savs owner 


foes 


Cleveland. 


operation serves a specific purpose 


is the only goal. But. 


the 


where volume 


it can never seriously threaten 
quality shoe operations, especially in 
the children’s shoes which are a 
personalized item and must fit. Noth- 
ing takes the place of proper fit for 
children.” 


© 


“Our sales staff of four represents 
approximately 200 years in the shoe 
business.” says ROBERT PARK, buyer 
of men’s shoes at the Park-Brannock 
Company in Syracuse. “And we are 
proud of this fact. When customers 
pay for better grade merchandise, they 
demand better service: and when busy 
men take the time to come in and buy 
shoes, they best efforts 


and the benefit of our shoe fitting 


deserve our 


experience.” 
. «4 


“If shoe followed the 


public pulse more closely, we as re- 


manufacturers 


tailers would have the shoes to go with 
the 
( olors.” 


season’s apparel themes and 


* says L. MERRILL LANOUE, 
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partner of Lanoue Brothers in Brock- 
ton, Mass. “There is an urgent need 
for manufacturers to coordinate shoe 
and apparel fashions more closely,” he 
contends; “and it would certainly pre- 
vent any loss of business that might 
stem from a lack of this kind of co- 
ordination. 

“The past season is a case in point. 
Plum was in good demand, yet we 
didn’t have the shoes to go with it. 
The best we could do was to have 
shoes dyed for our customers. Last 
spring. brown was very much in de- 
mand but manufacturers were unpre- 
pared to provide the merchandise. The 
same situation holds true with double 
and triple needle toes. We have found, 
and continue to find, that many women 
do not accept these styles; yet they 
are forced to buy them or wear the 
shoes they bought several seasons ago.” 

. o 

“Maybe we need to start using the 
three bones again,” says HUMPHREY 
SMITH. “WISHbone to set our goals. 
JAWbone to determine how to get 
BACKbone to see that 


we do. * . * 


there. and 


“Recent renewed investment interest 
in shoe companies can be traced di- 
rectly to the strides being made by the 
industry in research and development,” 
says HENRY RAND, 


International Shoe Company. “Shoes. 


president of 


today,” he continued, “have an aver- 
age factory value of 13 cents less per 
pair than they did ten years ago and 
the ‘equalizer’ has been the work that 
the industry has done in shoe science, 
helping the manufacturers to produce 
better shoes more efficiently, and pro- 
viding the consumer with finer foot- 
wear at lower prices.” 

Mr. Rand pointed out that in the years 
immediately ahead, scientific develop- 
ment will produce shoes that never 
need shining, nylon suede, plastic soles 
moulded to leather uppers, non-crack 
patent leather, and alkali-resistant tan- 
nages for work shoes. 

“All management functions in the shoe 
industry have, to a large degree, be- 
come more scientific,” he said. “New 
product development often has what 
could be called a ‘chain reaction’ . . 
a new idea or product, developed in a 
particular industry, may well create 
opportunities for other industries.” 
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Profile.... 


by ESTELLE G. ANDERSON 





RICHARD D. HOFHEIMER and DAVID S. HIRSCHLER 


EAR-END figures will reflect whether 1960 ends with a flourish, or 
not, for retailers across the country. However, for one company, this 


year of 1960 has been particularly significant . Hofheimer’s, Inc. 


This is the vear when they celebrated seventy-five years of continuous service 


to their customers. 

It started in 1885, when Henry Clay Hofheimer and his two brothers. 
Julius Caesar and Benjamin, together with a friend, Victor Strasburger. 
opened the Excelsior Shoe Store in Norfolk, Virginia. The customers who 
came to the grand opening found they could buy “Quality boots and shoes 
for the entire family at the lowest possible price,” . one price, which was a 
bold venture at the time, when you consider that price haggling was the 
accepted pattern, a national pastime. 

Shortly afterwards, the second store, the Family Shoe Store, was opened 
in Portsmouth, and then the Economy Shoe Store in Richmond. In 1887, 
all shops were unified under the present name. 

Hofheimer’s ties with the past are two-fold: numerical and maintaining 


Think back 


75 years to the Gaslight Era and the horse-drawn trolleys ricketing along, 


the principles of quality, service and value to their customers. 


a time when a self-respecting woman would refuse to be fitted in public 
lest a man see her ankles. Instead she would send a piece of string showing 
the length of her foot, or an outline drawn on paper. 

It is inevitable that there should be changes. Three-quarters of a century 
is a broad slice of life and living. In the case of Hofheimer’s, all movement 


Today, there are 22 


has been forward synonymous with progress. 
shops. Twenty of these are located in Virginia and two in North Carolina, 
each and every one of them fulfilling its obligations to the community, its 
customers and its employees. The success and development of Hofheimer’s 
has been due, in large measure, to the sound, basic retailing policies estab- 
lished by the founders and to the fact that these have been maintained by 
the officers and the men and women of the company ever since. 

A wonderful esprit de corps exists between management and employees. 
This, in turn, creates a healthy, happy atmosphere which customers are quick 
to recognize, appreciate and come back to. As David Hirschler, president of 

( CONTINUED ON PAGE 52) 
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Take a tapered toe and you initiate a whole trend in 
dimensional change and balance. For example, this 
lipon continues its slim-on-the-foot look with the stitch 
and turn center seam. A decorative touch is the light, 
button detailed strap which sets off the U throat 
high rising tongue. 


ana 


Keyed to the design refinement expressed in this sil- 
houette with its slightly walled effect, note the balance 
in the somewhat higher, gently pitched heel. Conver 


Ii- 


construction matches this wit! 
n edge treatment. 


To complete the story, the smooth, supple tan 


rich dark olive color. Edgerton Div., Nunn-Bush. 
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Can Style and Comfort Find 


66 HAT new business are you getting from 
women whose feet have suffered from 
by ELEANOR M. RUTTY wearing too high, too thin heels and often, 
too pointed toes?” 
This is the question we have been asking heads of 
Shoe Drawings : stores that cater to weak and/or suffering feet. We 
oy SALT NOREEN are not going to give you the answer. Yow figure it 
out. Let us say, however, that the story is not all 
gloomy. Not yet, and, with some women probably 
never. But it is a fact that most stores of this kind 
selling comfort and feature type shoes—and foot spe- 
cialists are reporting increased business 
Young feet can wear the 24/8-26/8 heels and the 
triple or quadruple heels with more impunity. What 
happens to feet less strong and flexible is another 
story. Even so, the kind of shoes that little girls over 
eight or nine years old are wearing begin to take their 
toll. So long as their mothers choose their shoes, a 
well-known expert in fitting shoes tells us, the feet 


coun thee aan remain perfect. Once a child begins to get her own 
skin, 18/8 heel. Enna Jettick 7 way, the trouble is started. 


Patent leather tie with per- 
forations and cutouts. Drew 


irch Rest. 


Open-ctoed tie in mesh and 
fabric. Dr. Locke 
High-riding gored stepin in 
punched pigskin. Foot-so- { / itt 
Port. 


oe 


J 


a 


Gored stepin of lace mesh 
with leather vamp overlay 
and tongue. British Trotter. 
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TE Ot I OLS, POE OOO RANE Tee COOL 


a Common Meeting Groun 


Lower, thicker heels, more natural toe shapes on style shoes; comfort 
types a little more graceful and flattering, these could be an answer. 


We remember, a few years ago, when our magazine 
wanted to photograph a pair of perfect feet. A young 
woman, a beautiful model—that will be the girl with 
the perfect feet, we thought. So, the search began 
and continued. Finally, we settled for a pair of feet 
where careful posing and a little re-touching would 
conceal the abused little toes. 

Certainly, anyone can understand the desire to wear 
the newest, smartest styles. And certainly, one can 
understand that women of all ages like, if possible, to 
look in style. But, equally surely, many women simply 
cannot wear such shoes as the 1960-61 models. Makers 
of feature types are doing their best to make the lower 
heels, the wider lasts prettier, slimmer, more graceful. 
And they are succeeding in many instances. There are 
ways of getting “the look.” For example, there is 
detailing that gives the vamp more slender lines. And 
there are materials or combinations of materials that 
break the less flattering lines. 


Tailored pump with Perforated four-evelet 
split tongue and metal tie in textured leather. 
ornament. Tarsal Tred. Bellaire Air Pillow. pe 
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Vamp detailing giving 
longer tapered look; 
16/8 heel. Treadeasy. 


Four-eyelet tie in wet 
sand color crushed kid, 
8/8 heel. Barefoot Free- 
dom by Miller. 


New interpretation of 
spectator pump; 16/8 
full-breasted heel. A Dick- 


erson shoe. 





Ways of Building the Doctor- 


The cooperation of local doctors is the most solid foundation on which 


to build a feature-type shoe business. The author of this article gives 


some practical suggestions for developing this valuable cooperation. 


HE cooperation of your local doctors is perhaps 

the most important single factor in developing a 

feature shoe business. By “feature shoes” we 
mean any type of footwear related to foot health. These 
may anything from orthopedic or 
“medical” footwear, to simply conservatively designed 
shoes for normal “comfort” purposes. 

If you have the cooperation of the local doctors—if 
they regularly recommend patients to you—then 
have the most solid foundation of all for building a 
feature-type shoe business. Local medical recommenda- 
tion is the soundest reputation a feature shoe store can 
have. 

How does a shoe store, desiring to develop this kind 
of business, go about acquiring the cooperation of local 
Such cooperation isn’t easily come by. But 
this makes it all the more worthwhile trying to obtain 
it. Keep in mind that there’s usually a better markup 
on such footwear; that these shoes bring better prices; 
and once these customers are acquired, they’re usually 
with you permanently. It isn’t a transient 
Once developed, it’s sound and profitable. 


shoes consist of 


you 


doctors? 


business. 


It Starts With Stock 

Nobody can do justice to a feature-type shoe business 
without fully adequate stock. This means, above all, a 
wholesome selection of sizes and widths (more than the 
ordinary shoe store), and a careful 
There should be a solid investment in this. 

The inventory problem for such stores is no greater 

and usually is less—than for ordinary shoe stores 


selection of lasts. 


First, you deal in fewer styles and far less seasonal 
turnover in styles (as well as colors, heel heights, mate- 
rials, etc.) This permits greater concentration on sizes, 
widths and lasts—your stock in trade. Also, there is a 
minimum problem with seasonal markdowns. The over- 
all turnover rate may be smaller, but the business is 
usually sounder and more profitable. 

The appearance of the store is extremely important. 
This means clean, well-designed interiors, with 
and arrangement tending toward the subdued 
Keep in mind that you’re in a “serious” business. And 
also, the doctors want to feel proud of the establish- 
ments where they recommend their patients. 

Such stores should have a small workroom—a “shoe 
therapy laboratory,” if you wish. This is where “correc- 
tions (based upon doctors’ prescriptions) are made 


decor 


side. 
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by PAUL DE FALCO 
Vice-president, Sales 
R. J. Potvin Shoe Co. 


ABOUT THE AUTHOR: 

Paul De Falco, who, as indicated above, is vice-presi- 
dent, sales, of the R. J. Potvin Shoe Co., has had thirty 
years experience in the retail shoe business, much of it 
in the feature shoe field. He formerly operated three 
retail stores of his own in New York state, at Pough- 
keepsie, Newburgh and Kingston. Over the years he 
has done considerable prescription shoe business and 
fitting, working closely with doctors. He has supervised 
ehoe therapy work in hospitals and clinics and has served 
as shoe consultant to medical groups. He has also spoken 
on shoes before medical groups, nurses’ groups, PTA and 
women’s clubs 


This lends a 


will on 


the insertion of wedges, pads, cookies, etc. 
professional touch to the store. 
The store’s general appear 


Your doctors 
occasion visit your store. 
ance, plus the availability of the shoe therapy 
tory—can make a strong impression 
a practical work area. 

Lastly, it’s important to selection of 
known brands in the feature-shoe field. 
lend further professional prestige to your store, and 
Knowledge 


labora 
It also serves as 
have a well- 
Good brands 
particularly in the feature-shoe business 
of this is important to the doctor 


Contacting The Doctors 

Contacting the local doctors—developing the doctor 

shoeman relationship subtle, 
approach rather than a commercial one. 


requires a professional 
For example, 
advertising or commercial promotion in the generally 
accepted sense plays no role here. There can be strong 
promotion, but handled professionally. 


that you are dealing with professional people and are 


Keep in mind 


operating a professional-type business. 

One of the best sources or means of doctor contact 
is the shoe customer. Let’s say a mother brings in a 
child with a pronounced You ask if the 
child has ever been examined or treated for the prona- 
tion by a doctor. If she says no, then it is here that 
you can make your recommendation that she take her 
child to a doctor—to her own doctor, and not to one of 
your recommendation (unless she so asks 

You may ask if right then and there you can phone 
her doctor. If she agrees, then you call the doctor, in- 
troducing yourself, and explaining that the child’s pro- 
nation involves a special fitting and shoe-wearing prob- 


pronation. 
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ead 








Contacting the doctors requires a professional approach. 


‘ 


lem. You can ask him if he wishes you to fit a pair of 
the child, and then to have the doctor check 
on the shoes at his office; or, if he prefers to first check 
the foot and then make his recommendation for shoes. 

Right here you have established a good, professional 
The doctor likes this kind of approach. You 
also the with this opening-wedge 
conversation, to state that your store works closely with 
local doctors in such instances, and that it recommends 
that doctors prescribe the shoe needs where foot prob- 


shoes to 


Haison 


have opportunity, 


lems are involved 

In smaller communities you will shortly be able to 
develop several such contacts with the same doctor or 
group of doctors. Now come the follow-up procedures. 
You may write a letter to the doctor, explaining in more 
detail, some of your store’s services in the feature-shoe 
field. Don’t try 
Do it three or 
some particular point, over a period of a few weeks. 


to give the whole story in one letter. 
with four shorter letters, each making 
Occasionally, you may include a piece of prepared litera- 
ture on your But never attempt to overwhelm 
him. Remember, he is constantly flooded with promo- 
tional literature from countless sources. 

Now the personal phone call. But have a reason for 
calling—-such as when you have referred your second 
or third patient to him. Ask for an appointment to come 


shoes. 
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Usually he’ll be glad to do so. 
again, don’t try 


and see him. 

When you do visit him to show or 
tell him everything about your shoes or store. Select 
just one or two topics and try to concentrate on those. 
For example: 

Tell him about your wide selection of sizes and widths 
and Inform him of the importance of this to 
precise fitting, in accord with his prescribed recom- 


lasts. 


mendations. 

Or tell him about your experienced fitting services 
about the experience and know-how of your sales per- 
sonnel. Outline how you are a specialist in this. 

Or present him with the list of national brands you 
carry in the feature-shoe field. Show him how this 
makes available a good selection of types, styles and 
lasts of shoes, so that virtually any patient he recom- 


mends to your store can be assured of precise fitting 


and a good quality shoe. 

Now, this is extremely important. Never try to im- 
press the doctor with your knowledge of feet by using 
medical terminology. He is very sensitive about his 
prerogatives as the doctor. If he brings up the subject 
of, say, pes planus, then you can discuss it with him, 
subtly informing him that you’re acquainted with the 
3ut let him take the lead. 

(CONTINUED ON PAGE 42) 


term and foot condition. 
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The Continuing 
steries of Foot Ills... 


v 


iF wf 


Although close to a billion dollars a year is spent for the relief 


of foot ills, 


very little is known about them. Opinions and treat- 


ments differ widely and treatments seldom result in a real cure. 


T’S ESTIMATED that close to one 

year is spent by the public in search of relief or 

cure of foot ills. This money is spent for physicians, 
podiatrists, orthopedic surgeons, mechanical appliances, 
commercial foot aids, and a wide 
wear. 

And the irony of it all: little is 
the cause and cure of most foot ills. 

The subject of foot health or foot ills is rife with a 
babel of opinion and myth within the medical profes- 
sions and shoe industry, and among the public. Adding 
further to the confusion and problem is that many of 
these strongly held opinions are often in direct conflict 
with one another, even among the doctors. As an unfor- 
tunate consequence, there is a spreading variety of diag- 
noses and treatments for foot ills, seldom with conclu- 
sive results or “cure.” 

This has been going on for at least a century. And 
while there is a lot more activity in the foot health field 
there has been little factual addition to the 
sparse fund of knowledge about the subject, and equally 
small improvement in the successful treatment of foot 


billion dollars a 


variety of special foot- 


very known about 


today, 


30 


ills, whether by surgery, orthopedics, mechanical ce 


vices, physio-therapy or footgear 


The 
the chiropodist can give instant and gratifying 
calluses and ingrowing 
has had few satisfactory 
these 
It can be esti- 


Continuing “Mysteries” 


True, 
relief to painful corns, 
But he (or any other source 
results in bringing about permanent 
simple, common and aggravating lesions 
mated that once a corn or callus becomes firmly 
lished, in about 70 per cent of cases it becomes “‘perma- 
nent,” requiring periodic treatment, with little chance 
of definite cure. 

If, as generally agreed, 
luses are caused by shoes of incorrect fit or design, then 
it’s apparent that neither the medical professions noi 
the shoe industry—and we pub 
lic itself—have 
society of this plague. 

We still know little or nothing about the 
cure of flat feet—though this ill has been with mankind 

(CONTINUED ON PAGE 40 


nails 


cures for 


estab 


some cal 


these corns and 


should also include the 


made any outstanding effort to rid 


cause and 
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are you 
capturing 
the true 


character 


of your lasts? 


At BECKWITH we have evolved the most complete line of /astable counter materials in the industry. 
RESULT: Stronger, more resilient counters . .. Improved uniformity . . . Elimination of complex 
inventories. 

These dramatic new materials are available in two solvent activated types, Proxylin and Styrene. There 
are three thermoplastic types, hard, semi-hard and soft of either fiber base or fabric base . . . plus two 
thermosetting systems, water-activating and resin-activating. You may order one or all types with long 
wearing flocked surfaces to meet your special needs. 

BECKWITH supplies superior quality heating and solvent activating equipment to best service their 
products. Their own thoroughly seasoned shoemakers, with technical know-how, will help you to get 


started and keep your customers. 


Want more facts? 


Ask your 
Beckwith representative. ING. 


203 Arlington Street - Watertown, Massachusetts 


SUBSIDIARIES. Beckwith Mig Co. of Wisconsin ~ Milwaukee ~« Beckwith Box Toe, Limited, Sherbrooke, P QO. Conode 
Victory Plostics Co, Mudson, Mess + «Safety Box Toe Compony, Boston, Mons, « AGENTS Wright Guimon Co. St Lowis, Missouri + Dellinger Soles Co. Reoding, Po 
The Geo A Springmeier Co. Cincinneti, Ohio 3+ Factory Supplies, Inc. Milwaukee, Wis, + Moore & Giles, Lynchburg. Vo 
1. Wingfield, itd. Avctiond, New Zeolond - A Mushin & Miller Pry itd, Melbourne, Avstrolio + Romi & Co, Boston, Mors. for Lotin Americe and South Africe 


SHOE PRODUCTS THAT LAST 
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Shoes Play Significant Role 


Eric Franken with Dr. Dana M. Street and medical students. On the blackboard: 
Basis for discussion of the effect of shoes on weight-bearing, skin, psyche 


Agreed! There is a definite need Franken’s pre-disposition to teach- wife, Marga, came to the United 
for a better understanding of the ing. He has an academic mind to States and, for two years, he worked 
vital role that shoes play in human start with, and an excellent educa- at all kinds of jobs. 
life. A better liaison between shoe tion, with emphasis on the humani- Then, in 1942, he became a shoe 
merchants, orthopedic doctors and ties and languages—German, Latin, salesman at Bradshaw's Shoe Store 
the public. Better dissemination of English, French and Spanish. He in Alexandria, Virginia, and soon 
educational material. What to do studied law at the Universities of thereafter was put in charge of the 
about it? That is the question. No Marburg, Freiburg and Bonn in his children’s and orthopedic depart- 
doubt, the approach to the problem native Germany. In 1940, he and his ments. It was during this phase 
would differ depending upon the in- , — 
dividual, his environment, the scope E> Lae a 
of his contacts, the depth of his re- alll — 
search and learning. But, in the final 
analysis, there is no doubt that bene- 
fits would accrue from honest and 
sincere purpose. 

Eric Franken of Herbert Cox-Cor- 
rect Shoes, Inc., in Little Rock, Ark., 
is an outstanding disciple of this 
thesis. He recognized the situation 
and proceeded to do something about 
it in his own incisive way. He spends 
95 per cent of his time during the 
day in his shop. The remainder. . 
after hours, late Saturdays and most 
of his Sundays ... in the pursuit of 
his other activities, which include re- 
search, lecturing, teaching. It adds 
up to a dual role—successful busi- 
nessman and instructor. At the pres- 
ent time, he is Instructor of Market- 
ing at Little Rock University. . 

; : Marga and Eric Franken, guests on TV noon panel show, 

It is easy to understand Eric “Eye on Arkansas,” which reaches 23,000 homes 
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in Medical Therapy ... 


Little Rock, Ark., shoe man, Eric Franken, holds seminar-sessions 


with orthopedic surgeons to emphasize the importance of shoes as 


agents of therapy. 


his work that he discovered the lack 
of sufficiently informed personnel in 
the shoe trade and applied his pre- 
vious academic training to the ac- 
quisition of well-grounded technical 
and business knowledge. 

He furthered his 
managerial experience at 
Richey Shoes in Washington. 


and 
Franz 


practical 


Herbert Cox Shoes 


In 1947 he Herbert Cox 
Baltimore, Md. Here, his 
special task was to promote further 
growth of business through an im- 


joined 
Shoes in 


proved advertising and public rela 
program; 
ethical cooperation with the medical 


tions also to develop 
profession and its ancillary groups. 
In this connection, he set an actual 
level of service which merited pro- 
He 
contace with orthopedic, surgical and 
put the 
facilities by 


fessional recognition. sought 
and 


firm's 


clinics em- 


his 


pediatric 
phasis unt 


by ESTELLE G. 


“detailing” all the doctors in the 
community, as well as through in- 
structive exhibits at the medical con- 
Contact with the 


many invitations to 


ventions. physi- 
cians brought 
address professional audiences on 
the significance and use of footwear 
in various fields of medicine. This, 
in turn, led to bi-annual lectures at 
the noon conferences of the pediatric 
department of the Johns Hopkins 
Hospital over a six year period. 

In January 1953, his 
build an equity of his own resulted 


desire to 


in a new arrangement with his firm. 
The Little Rock branch of Herbert 
Cox-Orthopedic Shoes, which 
founded in 1950, was turned into a 


was 


separate corporation, completely in- 
dependent of the parent firm. Eri 
Franken acquired 45 per cent of the 
stock and, since the change over (in 
53), he reports the business has de- 
veloped to the excellent community 


understanding it now enjoys. 


Eric Franken spends 95 per cent of his day store-keeping. 
He hag fitted this little fellow since he started wearing shoes. 


December 15, 1960 
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“Teaching sound shoe knowledge 
to my own associates,” says Eric, “is 
a matter of course. Learning never 
ends for any of us and the training 
we subject ourselves to is also the 
reason why all seven of us work so 
well as a team. We have parceled 
out the various duties and know that 
what needs to be done will be done. 
Supervision of all fittings at our 
shop is very strict. We have no hesi- 
tation to get into a huddle if we run 
into a difficult fitting problem. If a 
relatively new employee fits a cus- 
tomer, the fit is verified by a more 
experienced member of the staff.” 

Matters pertaining to the actual 
running of the capably 
handled by Tom Nix, a graduate of 
an Arkansas College. He has been 
with the company for five years. 

Merchandising problems are han- 
dled by Joseph Gresham, a veteran 
of 30 years experience in the shoe 


shop are 


business. 


The Doctors’ Important Role 


Without the splendid cooperation, 
help and understanding of the medi- 
doctors, this and im- 
portant undertaking not be 
accomplished. Eric Franken grate- 
fully acknowledges the important 
role the doctors play in his effort to 
impart some knowledge of shoes into 
their teaching program. He says: 
“Medical education in Arkansas is 
paving new roads to a better under- 
standing of the role of shoes in med- 
ical practice.” Under the far-seeing 
guidance of Dr. Dana M. Street, in- 
ternationally renowned Professor of 
Orthopedic Surgery at the ultra- 
modern Medical School of the Uni- 
versity of Arkansas in Little Rock, 
all senior medical students are in- 
structed in the use of shoes in medi- 
cal therapy, in their regular course 
in orthopedics. Since 1954, all ortho- 
pedic surgeons taking their train- 

(CONTINUED ON PAGE 50) 
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Bunions, the 
Civilized Woman’s 
Claim to Fame 


Bunions are usually caused by wearing pointed, 
short and narrow shoes. The shoe fitter should 
fit shoes long and wide when he is allowed to 


by size-conscious women. 


S a shoeman, have you ever 
wondered how that hot, red, 
swollen joint at the side of 

the big toe got that way? It doesn’t 

just happen. It takes a long period 
of careful cultivation. Actually bun- 
ions are comprised of two distinct 
foot problems. There is the acute 
type, known as bursitis, and the 
chronic type, known as hallux valgus. 

Bursitis in the great toe joint comes 

on suddenly and is painful. Hallux 

valgus is not painful except for asso- 
ciated arthritis and comes on after 
years of stress and strain. 

The formation of bunions follows 
an established pattern spread 
over a number of years. A certain 
shoe often starts the trouble by be- 
ing just a little too This 
usually occurs in women in their 
formative years beginning at the 
age of 14 when they may just be 
starting to date. A or corn 
forms over the big toe joint from 
the narrowly fitted shoe. Shoe lin- 
ings that break or tear opposite the 
joint aggravate the problem further. 


out 


narrow. 


callus 


Bursitis 
At the site where the first meta- 
tarsal bone meets the toe bone there 
bursa, that is, a of fluid 
about the consistency of the white 
of an egg. This sac acts as a lubri- 
cant between the skin and 
With long continued rubbing of an 
ill-fitting shoe the sac becomes in- 
flamed. There is an engorgement of 
the bursal terminating in an 
acute bursitis. And just like the 
bursitis that attacks the shoulder, 

this bursitis is painful. 
During the early phases of bur- 
sitis the fluid will tend to force itself 
to the surface of the skin and be 


is a sac 


bones. 


Sac 
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discharged. As continuous, minimal 
irritation is ignored by the young 
woman, a further hardening and cal- 


lusing takes place in this area. By 


This is a typical hallux valgus deformity 
in a 60 year old woman. The big toe on 
the right foot is starting to overlap the 
second toe. This woman was suffering 
from the pain of arthritis in the great toe 
points 


ached the age of 
is compounded 


this time she has 1 
The 
by the forward displacement of the 
foot in a high-heel and by 
stockings that are fitted too tight. 


twenty. Injury 


shoe 


1 pair of red, hot, swollen, painful bun- 
ions on the feet of a 35 year old woman. 
This is bursitis. Notice the bunion on the 
right foot contains a white spot that is a 
corn and a dark spot that is a hole lead- 
ing from the bursal sac from which a 
jelly-like fluid escapes. 


by DR. MORTON H. WALKER 


Podiatrist-Chiropodist 


The fluid in the inflamed sac starts 
to solidify. It becomes a jelly-like 
mass resembling gelatin. Thus, the 
foot sub-acute 
phase. 


problem enters a 
Snug Heel Fit 

Even at this late date the young 
woman may be saved from having a 
painful, unsightly foot deformity 
throughout her adult But 
either from a lack of information or 
out of a sense of vanity, she con- 
The 


doesn’t 


years. 


tinues to ignore her condition. 
salesman 
He endeavors to please 


dress shoe salon 
help either. 
madam by a snug heel fit. Since more 
often than not the lady's heel is con- 
siderably narrower in proportion to 
the shoe than the ball of the foot, 
the comfort afforded by the normal 
ball-width measurement is sacrificed 
This leads to deviation of the big toe 
joint, known in podiatry as hallux 
valgus. 

Hallux valgus is so common a fea- 
ture of painful feet that in a recent 
analysis of a group of female pa 
tients of forty years of age or more, 
there of them who did 
not possess the condition either in a 
Foot doctors 
agree that hallux valgus is a serious 
defect 
strained 


wasn't one 


mild or severe degree. 
because it rise to 
feet, to 
nence of joints, and to widening of 


the forefoot with loss of 
Any deficiency of the big toe inter- 


gives 
abnormal! promi- 


balance 


feres with both standing and walk- 
ing. 
of power in the malformed foot may 
give rise to early arthritis. 


The deflected position and loss 


The Deformity Is Progressive 
The hallux valgus condition is a 
progressive deformity. The tendon 
shortening in the beginning occurs 
only during activity and straightens 
when the foot is at rest. But the 
tendon and muscle contracture con- 
tinue with the wearing of pointed 
toed shoes that create a conforming 
angle in the front of the foot. The 
ligaments and joint capsule become 
adapted to the altered position. The 
condition is painless at this time. 
The forty year old woman takes no 
notice of the problem unless she oc- 
casionally appears barefooted at a 
beach or swimming pool. Even then, 
(CONTINUED ON PAGE 46) 
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dashing spectator, 
“double play”, companion for the 
new divided skirt... Fashioned in 


* 


ff / 


#370 Bombay trimmed with 
#352 New Hay... 
by Julianell, New York 1. 


£. HUBSCHMAN & SONS, DIVISION OF GERA CORPORATION, PHILADELPHIA 23, PA. ¢ FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16. 
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Build Your Business 


on the rock foundation of 


COMFORT SHOES MADE OVER BASIC LASTS 


@ Every pair carries a profit because 
never marked down 


© Directly responsible for 
retail successes everywhere . . . 
unparalleled in Comfort Shoe history!!! 


WEALTH et TREOMOR LAST ORTHO LAST 


The test of 40 years proves unmistakably that the Miller formula 
succeeds . . . in small towns, in cities . . . as franchises become 
more profitable, more valuable, season after season. 


© Amoriea'e Most Attractive 


COMFORT SHOES 


Staple styles ‘‘engineered'' for comfort, for fit, for gratified 
customers, for undeviating value, because not subject to fashion's caprice or 


to season-end markdowns. 


Our vigorous, complete dealer advertising campaign moves the 
merchandise! Pleased patrons remain yours indefinitely; cumulative satisfac 
tion sells extra pairs to their friends and family. 


BAREFOOT FREEDOM SHOES ore well-known to, and endorsed by, 
the MEDICAL PROFESSION everywhere. 


MILLER SHOE COMPANY 


Cincinnati 23, Ohio 


Advertised regularly in nationally circuloted TODAY'S HEALTH and RN, the magazine for registered nurses 
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Paris Features Boots and Fur 


French bottiers are making extensive use of fur in 
their winter collections. Boots for every occasion are 
also important. 

by LYSIA HARIVEL, Paris Correspondent 


“Tatania Palovna,” brown kid afternoon pump with beige 
astrakhan trim, by Laure. 


HE high fashion apparel houses-—the Haute Couture of 

Paris—-have had a strong influence on colors in high 

fashion fall shoe collections. Black, brown and prune 
appear in both. Fur detailing in shoes is a leading trend, as it 
is in clothes. Dior, Durer, Laure, D’Aya and others trim their 
shoes with astrakhan, mink and ermine. 

Combining fur with a spat, Laure has made a short detach- 
able gaiter in black astrakhan, for a warm, elegant and flatter- 
ing style. Reminiscent of the early 1900's are the many boots 
for all occasions and customers from women to young girls. 

In shoes, toes continue elongated with a fine delicate look but a 
little rounder and ‘latter on top. Heels continue very thin but 
slightly lower, ranging from about 168 to 20/8, in steel or 
aluminum, leather-vovered. Upper materials include English 
calf and alligator. 
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“llinska,” classic pump with dark brown suede removable gaiter, 
cuffed in gray astrakhan fur, by Laure. 
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Hi“Colorado,” woollined, high lace-hooked 


boot on crepe sole for snow or country 
wear, by Durer. 


“Polka,” low boot to wear with a suit or 
coat. Buttons in same leather; loops 
elasticized. By Durer. 


“Arizona,” youthful ballerina boot, reminis- 
cent of school girls’ 1915 style, in white 
grained calf, by Durer. 





The old Muller store, opened ten years ago. 


ULLER’S SHOES, INC., 
in the Grand Rapids area, recently remodeled 
their store at 1109 Wealthy, S. E. All Muller 

stores are located three to four miles from the center 
of downtown in neighborhood shopping districts. 

The Wealthy Street store has 
been in operation for over ten years. When Muller's 
this location, only one side of the store 


operating four stores 


recently remodeled 
moved into 
building was used by them; the other half was occu- 
Later this made 
still re- 


pied by a real estate firm. side was 
of the shoe 
mained. 

In the remodeling and expansion program, the cen- 
ter wall was removed, the building was extended in 
the rear to include a stock room of approximately 40 


x 60 feet 


part store but a center partition 


and a new store front was installed 


= 


we - 


Looking into the remodeled store with its 
new front, new interior and new decora- 


“More than 


feet 


This gives a spacious selling 


The over-all building now is approximately 40 
110 feet deep 


cent 


wide by 
area with a 50 increase in selling space and 
with no partition breaking up the floor space 
tion to the increased all 
available in the new extension in the back of the store, 
storage. This is a 
Twenty-four hundred 


per 
In addi 
stock is now 


selling area, 


instead of basement great step 
saver and time-saver. 
feet of display and storage space have been added 
Before going into this remodeling program, Muller's 
employed and worked Grand Rapids 
store designer, Charles Dergins is that 


turned 


square 


with an expert 


The result an 


cutmoded store has been into an eye-catching 


modern building both inside and out, at a cost of 
$15,000 


ap 
proximately 

As can be from the 
new front, the entire store 
The large front windows on the inside have droppe 
red-wood planking in the ceiling with concealed spot 
lights, which gives a dramatic outside and inside ap 


old and 


window 


the 


show 


seen photos of 


bec omes a 


pearance. Side walls of the interior are of loden green 
brick 

Color scheme, 
all tend to make a pleasing atmosphere for the cus 
tomer the Probably the 
striking note is the unusual interior lights which are 


interior decoration and selling layout 


who enters new store. most 


» 


. \ 


tions. The entire store has become a show 
window display. 
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a Pair of Shoes... 


Customers want more than a pair of shoes: 


99 


they want all the associations 


that go with them, says Thomas Muller of Muller’s Shoes, Grand Rapids. 


The interior after remodeling. Note the 
merry-go-round in front for display and 


striped balls carrying out the colors of 


persimmon, blue, green, gold and pink. These 


plexiglass 
same 
colors are repeated in the pegboard displays used o1 
the side walls of the store. All chairs are white with 
persimmon colored cushions. 

Decorations throughout the store are slanted at chil 
dren because this Muller's store features mainly chil- 
they carry teenage 


dren's shoes. In addition, however, 


regular and corrective footwear, and ladies’ casual 


shoes. Well known brand names are featured, such as 
Naturalizers, Life Stride and Kickerinos in the ladies’ 
casual line; young men’s footwear comes from Brown 
Shoe Company, and Stride-Rite is the main children’s 
addition to Altschul 
Adult corrective shoes are purchased from Miller and 
Alden-Pedic. 


The children love to shop in the new store because 


line, in Julius corrective shoes 
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7. 
child interest, the animal cages in the rear 
and the animals for children to sit on. 


of the circus type surroundings, with animal cages in 
the rear showing almost life-like and life-sized tigers 
and imported Germany. Here and 
throughout the store are stuffed leather pigs, 
and other animals which children can sit on. 
center of the 
display. 

The 


the store and is a dual-purpose spot 


there 
frogs 
The front- 
merry-go-round 


lions from 


store has a _ colorful 
middle of 
there are 
three tiers of shelves in the front for hosiery display. 
The counter is white to match the chairs. 

Muller’s have sold quality shoes in the Grand Rapids 
area for 48 years. The original store, still in operation 


wrapping counter is located in the 


since 


in the southwest part of Grand Rapids, was established 
by the late Robert Muller, father of the present owner, 
Muller. After 1949, other stores were added 


(CONTINUED ON PAGE 51 
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NEW STARS 


in the Broadway Line 


by J. W. Carter 


Here are four shoes that are designed to create 
traffic and volume for you. Notice that three of 
them are built on the popular pointed thin-toe last, 
a feature that insures prompt acceptance by young 


men and all men who appreciate smart appearance. 


Like all shoes in the Broadway line, these shoes 
are made to sell at popular prices with a full 
markup for you. They are available in tan or dark 
brown as well as black, and in a choice of leather 
or crepe soles. And like all J. W. Carter shoes 
they are built with genuine leather insoles —a 
feature that means greater comfort for the wearer. 


For prices and full details see the Carter 


man in your area, or contact the factory now! 


J. W. Carter Company 


P. O. BOX 30 © NASHVILLE, TENNESSEE 


The Mysteries of Foot Ills 
CONTINUED FROM PAGE 30) 


since time immemorial. We speak glibly of the two 
types of flat feet—congenital and acquired. Yet in the 
congenital type we don’t know which groups are more 
susceptible to its inheritance, and why. And in the 
acquired type, we don’t know who might acquire it 
nor why. As to treatment, remedy or cure, the best 
that can be held out is temporary relief 

The same situation prevails with weak feet, a much 
more common foot disorder. The medical and ortho- 
pedic professions put weak feet into three classifica- 
tions: first, second and third degree. But no one can 
clearly define the lines of demarcation between the 
but little hope 
presum- 


three. Here again, relief can be given 
of genuine and permanent cure. If “cures,” 
ably, do occur, they’re much in the minority—and no 
one is sure if or when they will occur at all. 

While the anatomical mechanics behind hammer toes 
can be explained, there is 


and bunions (hallux valgu 


still no certainty as to the root causes for these foot 
deformities. 


chance of cure or correction 


And except for surgery, there's almost no 
Even with surgery there 
is no consistency of good results 

Foot fatigue, ankle swelling and foot swelling are 
other common problems subjected to a variety of “prob- 
able” causes and a variety of attempted treatments and 
remedies. Relief is available for foot fatigue, but foot 
and ankle swelling continue to mystify in terms of cause 


and cure. 


Who and Why? 


Perhaps the biggest continuing mystery of all is the 
matter of who is susceptible to foot ills, and why. Some 
examples 

It's believed that people who stand or walk a lot are 
subjected to more foot strain and hence are likely to 
develop more foot ills. But there is a large percentage 
of persons who do little standing or walking, and ac 
quire foot ills—while many others who stand and walk 
much have healthy, symptom-free feet. 

It's commonly believed that overweight people acquire 
foot ills. Yet a large number of heavy persons experi- 
ence no ill effects to their feet, while many underweight 
people are burdened with foot ills 

The medical prefession knows little as to the relation 
of races of people to foot ills—though much clinical 
evidence has been acquired in this respect concerning 
other ills, such as tuberculosis and diabetes. 

The statistics on foot ills (such as seven of every 
ten children, and eight of every ten adults, being foot- 
defective) are highly questionable because there are 
almost no universally accepted methods or instrumenta 
tion of diagnosis. One observer may diagnose a case as 
third degree weak foot, and another as first degree, for 
example. A simple foot blemish such as a blister or 
callus may place the individual in the “foot-defective” 
class, thus swelling the “statistics” unjustifiably. Until 
there is a generally accepted procedure of diagnosis, all 
statistics concerning foot ills should be regarded as 
doubtful. This doesn’t mean that the percentage of 

(CONTINUED ON PAGE 44) 
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Christmas: The Greatest Love Story 


MERICA today is divided into two groups. The 
first group, despondent about the apparently 
hopeless behavior and future of man, 

“Look what the world’s coming to.” 


says, 


The second, exultant in the infinite spiritual reality 
of Christmas, “Look what has the 
world!” 


SaVS, come into 
Those of the first group hold little hope for man’s 

tomorrow because their faith rests solely with man 

and man alone has proved unable to resolve the count- 


less dilemmas of his own making. 


The [ternal Promise 

But those of the second group hold great hope for 
the future of man because their faith rests in God- 
Jesus and the eternal promise that, so long as faith 
survives, man's hope for a true brotherhood shall ma- 
terialize. 

A philosopher once said, “God came down to the 
level of man that He might in some way lift man to 
the level of God.” 

And therein, simply, is the whole essence and design 
of Christmas. 

Modern man bewails his troubled world. Skepticism 
grows within him as he points to the never-ending pa- 
rade of obstacles confronting him. Yet, obstacles are 
simply God-implanted tests of man’s right to the re- 
wards of faith and noble action in the face of repeated 
challenge. For it is only by surmounting obstacles 
that man grows and matures and fulfills his destiny 
in moving a step nearer God. 


Obstacles 

Men are like tea: their real strength is supposed to 
come when they get into hot water. Obstacles and 
handicaps are necessary. Kites rise against the wind, 
not with it. Obstacles are put in our way to find out 
whether we really want something or whether we just 
think we do. 

There is the fable of the frog caught in a deep rut 
in the road. All the helping hands of friends couldn’t 
get him out. They left him to despair. The next day, 
one of his friends saw him, out of the rut and chipper 
as could be. “What are you doing here?” the friend 
asked. “I thought you couldn’t get out?” 

“I couldn't,” the frog replied. “But a wagon came 
along and I just had to.” 


fre Necessary 
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Men, 


endowed 


the God- 
seemingly 
powers. 


too, like that. They 


surmount 


are possess 
resources to the 
God great 
And Christmas comes to remind man that these powers 
stem from God, not from man. Man can take the atom 
But it takes God to hold it together. God minus 
The world minus God 
would equal nothing. Yet, we grow more presumptuous, 
paying more and more homage to our brain-power and 
What has become life’s 
greatest tragedy is men with a 10 x 12 intellect and 


even 


hopeless obstacles. has given man 


apart. 
the world would still equal God. 


less and less to our soul-power. 
a 2x 4 soul. 


To Re-inspire Our Faith 

Christmas comes to re-inspire our faith, to plead 
with men that its profound message of love and good 
will regenerate men’s souls to do its wondrous 
work and bring its promised rewards. But the “good 
will” of Christmas is not to come from the roof of the 
mouth but from the root of the heart. 

Faith begins when God says no. We think our world 
is troubled today, our obstacles and challenges so for- 
midable. Eut think back 2000 years. There were only 
12 of them, those Apostles. Yet, armed only with faith 
and love, they changed the whole course of history 
They tamed civilization, gave a soul to the future. 
And they gave eternal reason for the engulfing spirit 
of Christmas which today inspires men to acclaim, 
“Look what has come into the world!” 


can 


More Hunger for Love than for Bread 

The poet who said “Love conquers all” was more 
realist than romanticist. Today there is far more 
hunger for love in the world than hunger for bread. 
We continue to peer critically at our world. Yet, to see 
without loving is to stare into darkness. 

Christmas repeatedly comes as history’s greatest love 
story. Christmas now comes again to appeal to men to 
cease bemoaning a “troubled world” and instead to 
develop their infinite resources for good. To the cynic’s 
moan, “I could have made a better world,” the Sage 
replied, “That’s why God put you here. Go to it.” 

And it is why we have deep reason to exult in the 
spirit of Christmas no other time is the 
promise and presence of God more real, more within 
reach. 


because at 





Building the Doctor- 


Shoeman Relationship 
(CONTINUED FROM PAGE 29) 

Also, don’t stress any “corrective” 
features in your shoes. He prefers 
that the shoe should simply be a 
sound housing for the foot, and pre- 
cisely fitted. As to any necessary 
“corrections” within the shoe, he 
prefers that this be done under his 
prescription and advice. If there's 
to be a good doctor-shoeman rela- 
tionship, then let him be the doctor, 
and you be the shoeman, without 
infringement either way. He'll re- 
spect you for it. 

Never, under any circums‘ances, 
address him as “Doc.” 
“Doctor.” 

There are also other ways to de- 
velop doctor contacts. 

Make a planned approach. First, 
list all the doctors in your commu- 
nity. Where possible, divide them into 
specific groups: pediatricians, ortho- 
pedic surgeons, podiatrists, osteo- 
paths, general practitioners. This 
permits you to pin-point your story 
to the direct interests of each group. 
For example, to address a “Dear 
Doctor” letter to pediatricians, and 
talk about shoes for adults, may irri- 
tate and alienate many pediatricians. 
They’re interested in children—and 
in children’s shoes. 

Also, it is far better to 
personal letter to each doctor 
his name in addressing him 
to send a form letter to a large 
group, coldly to “Dear 
Doctor.”” Your results will be much 
better. 


It’s always 


send a 
using 
than 


addressed 


Once you've established a doctor 
contact, then try to have the doctor 
pay a visit to your store—and by ap- 
pointment, if you can, to assure full 
attention to him when he comes. 
When he’s in your store, his time is 
now fully yours. This gives you op- 
portunity to tell a full story, and to 
show him things about your stock, 
your workshop, your prescription 
files, to introduce him to your sales 
personnel, etc. If you do a good job 
here, you’ve just about fully 
over your man. 


won 


Other Approaches 


If you feel you know your feature- 
shoe business, have you ever tried to 
establish yourself with a local clinic 
or hospital? Many prescription shoe- 
men do this, with eminently good re- 
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sults. They may devote a full morn- 
ing a week to this, without pay, just 
as the doctor does. You work as sort 
of “assistant” to the doctor on foot 
cases, serving as the specialist on 
shoes or shoe therapy, in cooperation 
with the doctor. Such opportunities 
can be opened once you've become 
acquainted with local and 
have established yourself with them. 
You yourself can make the sugges- 
tion about the tie-in with the clinic 
or hospital—or the doctor may sug- 
gest it. Such an association is a real 
builder for 
store. 


doctors, 


prestige yourself and 
your 

Have you ever thought of writing 
a weekly column on feet and shoes 
If han- 


died properly, this can be a real busi- 


for your local newspaper? 
ness-builder, as well as developing 
the doctor-shoeman relationship. But 
very importantly, the 
your column should never imply that 


material in 


you are imposing on medical terri- 
tory. There should be constant refer- 
ence by you to the doctors. If 
ills in the column, then 
readers should be told to visit their 


you 


discuss foot 


doctors about them 

Make arrangements to speak be- 
fore PTA or club 
groups, on the subject of shoes and 
foot health. There is a lot about 
shoes that can be romanced, made in- 
teresting and informative. When the 
subject of foot health is discussed, 
again always make that 
the doctor should first be consulted, 
rather than implying that shoes by 
themselves hold some magic 
Send condensed copies of these talks 


local women's 


reference 


cures. 


to all the doctors in your community 
Make sure the talk is publicized in 
the local paper. These things serve 
to build store reputation and respect 
with the doctors. 

Did you ever consider addressing 
a local group of doctors at one of 
their regular meetings? This 
bring rich rewards. Of course, it has 
to come via invitation. However, 
once you've established local doctor 
contacts, you can make this sugges- 
tion to one or several of your doc- 
They can then arrange for 
vour addressing one of their medical 
meetings. 

Again, in making such a presenta- 
tion on shoes at a medical meeting, 
be careful to impress your role as a 
shoeman, and any inference 
that know as much or more 
about feet and shoes than they do. 
Show them how a good prescription 


can 


tors. 


avoid 
you 


relationship works. Explain some of 
the important basics about shoes 

the differences in leathers, 
shoe constructions, role of the 
counter, heel, 
Make your presentation as visual as 
possible by using actual shoes, props, 


various 
the 
outsole, 


insole, etc. 


shoe components, etc. 

A number of films about shoes and 
foot health—movies or slides 
available for talks 
medical, PTA, women’s club or other 
groups. These can be obtained either 
free or for a small nominal charge 
They are very effective as a graph 
However, 


are 


use in before 


part of your presentation 
these should be used as part of your 
the 
usually 


presentation, and not 
main These 
run from 10 to 


comprise 
films 


20 


course. 
short minutes, 


on an average 


Doctors and Shoes 


The relationship between doctors 
has often been on the 
side. It's old but 

Many shoemen feel 
doctors know little or 
nothing about shoes, which is 
And feel that 
shoemen know little or nothing about 
feet, And both feel 
that each is trying to infringe upon 
the territory of the other without 
the authority or knowledge to do so, 


and shoemen 
unfavorable 

simple 
that 


an 
story. 
most 
true 

most 


many doctors 


which is true. 


which is often true 
As 
antagonism 


a result, there has often been 
harmony 
This 


And this is clearly 


rather than 
and cooperation between them 
need not be so 
cemonstrated by the fact that many 
shoemen and doctors share excellent 
relationships, to their mutual benefit 
It proves simply that it can be done 
when the effort is made, and 
an understanding is established be- 
them. 

Now, most doctors are quite will- 
ing to admit that they know very 
little about shoes. But now psychol- 
ogy the and it’s 
something every feature-shoe shoe- 
man should understand clearly. 
First, the doctor isn't going to admit 
he knows little about shoes 
ten knows little about feet He will, 
this after he 
gets to know the shoeman, and after 
a relationship has been established. 
Second, the doctor certainly isn’t go- 
ing to let the patient believe he 
knows little about feet or 
especially in the case of the general 
practitioner, pediatrician, osteopath 
(CONTINUED ON PAGE 46) 


when 


tween 


picture 


enters 


(and of- 


however, usually do 


shoes 
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makes H Hil 
a meaningf 
part of the 
picture 
MEARS 
STYLE 


shoe manufacturers want “heel appeal” to 





Two words that 


come to mind when 


grace their lines. 
Mears stylists provide all-encompassing assist- 
ance for your own design efforts: answer the 
stvle trends of tomorrow while they anticipate 
and prepare for next year’s most heel appeal- 
ing fashions. 

What's more, customer satisfaction is yours to 
hold 


meaningful part of your shoe picture. 


have and when you make Mears a 


Mears.. 
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Wyle. ius OCG ‘aA " 


f. 
»,. 


Check fashion leaders in the 


Mears heel line, or for a look at the com- 


these 


plete line get in touch with your Mears Heel 
Mears 


located at Lawrence, 


stvling centers are 


Massachusetts and St. 


representatiy e. 


Louis, Missouri. 


Lawrence, Mass., St 


~ THE FINEST NAME IN HEEL STYLING AND CRAFTSMANSHIP 
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(CONTINUED FROM PAGE 40) 


EXTRA SPACE 
WHERE IT’S NEEDED MOST 


| The Mysteries of Foot Ills 
| 


foot-defective persons isn’t substantial, but merely that 


a ee the percentage itself has yet to be established on a reli- 


able basis. 
Another prevailing “mystery” in the field of foot 
health is the relation of foot ills to bodily ills. For ex 


ample, it has long been presumed that many instances 
of aching in the lower limbs, or backache, are con 
Cd nected with foot ills. Often, treatment of foot ills will 
relieve distressing symptoms in legs and back. Yet, 


no one is certain what this functional relationship is 
N UE and how it works—though there are numerous theories 
OF A TR advanced. However, the danger behind this existing 
“mystery” is the fact that, for example, a backache 

MOCCASIN iay have its cause elsewhere, yet be assumed to be 


| caused by defective feet. 


The Role of Shoes 

The role of shoes in foot health adds still another 
aspect of the over-all mystery status. It is generally 
A true moccasin last runs agreed that shoes play an extremely important part in 
fuller, is more roomy than a the cause, prevention or remedy of foot ills. But here 
regular last. The toe features 
a high wall . . . no impinge- 
ment of toes down to the very 
end of the shoe. Squared-off 
forepart leaves more grow 
room ... more wiggle room. 
No welt means no build-up no ill effects. Conversely, many women wear “sensible” 
of leather at the sides... no | heels and suffer foot distress 

concave bottom. | The “heel story” is a confused one—even among the 
Soft upper leather continues | doctors, There is no medical agreement as to the cor- 
under the foot . . . no bottom rect heel height—that is, maximum height in the best 
filler to lump or crack. interests of foot health. Some doctors advocate no 
Moccasins mean no tacks, no heels at all, while others see no harm at all in high 
nails, no staples . . . better | heels worn interchangeably with lower heels 

for baby feet in every way. Neither the shoemen nor the medical professions have 


ever come to any agreement on many other factors in 





| again, nobody is sure exactly what this role is—how 
this shoe-foot relationship actually works 

For example, the habitual wearing of high heels is 
upposed to be a direct cause of foot ailments. Yet 
many women constantly wear high heels and experience 


volving shoes. For example, whether high or low shoes 
are best for babies and infants; whether the outsole 
should be flexible, semi-flexible or rigid—and the same 
applies to the shank or arch; whether an arch cookie 
or metatarsal pad should be used in a shoe; whether 
heel wedges are harmful or beneficial for pronation. 

Even in such elementary matters as the design of 
lasts or methods of determining proper shoe fit, there 
are sharp differences among shoemen as well as among 
doctors. 

As soon as one doctor draws up blueprints for the 
“ideal” shoe, you can be sure that a half dozen others 
have drawn up a half dozen conflicting blueprints. This 
also applies to the shoemen, themselves. There is no 
agreement on “correct” shoe design—but there is hard 
ly a doctor or shoeman who doesn't have some opinion 

often quite dogmatic opinion—as to what the design 
should be. But in almost every instance, when asked to 
furnish factual evidence and tested results to support 
such opinion, either little or none is forthcoming, or 
the opinion is found to be strictly “personal.” 

If there is a universal babel about foot health, we 
can find the dire lack of education and research at the 
root of it. This applies to the average doctor as well 


_ R. J. POTVIN SHOE CO., BROCKTON, MASS. to the average shoeman. 
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For example, in one Grade A medical school, a total | 
of one hour’s instruction on foot conditions is made 
available in a four-year period. Few medical schools 
allot as much as a total of 10 hours over four years of 
medical school. The average physician—unless im- 
planted in an orthopedic clinice—will get no instruction 
whatever during two years of internship in a hospital. 

The orthopedic surgeons, who presumably live closer 
to the foot than does the average physician or surgeon, | 
actually do little with foot ills—and many have little | 
interest in the foot. This is partly understandable, for | 
their daily practice is engrossed with fractures, spinal | 





. . . . . J 
surgery, deformities, cerebral palsy, poliomyelitis and | } 
' 


countless other non-foot conditions. 


Flat Feet 

For example, in the official publication of the ortho- | 
pedists, The Journal of Bone and Joint Surgery, less | 
than one per cent of the total published editorial space 
over a recent five-year period was given to the common 
ailment of flat feet. Of 904 articles published in that 
period, only seven dealt with flat feet, and in three of 
these only minor mention of them was made. 

The pediatricians in most instances are hardly better 
trained or informed on foot ills (to say nothing of chil- 
dren's shoes) than the average physician. 

The podiatrists, the best trained and most foot-spe- 
cialized of all medical groups, have come far in uplift- 
ing the quality of their educational facilities. However, | 
like the physicians, orthopedists and pediatricians, they 
have as yet been unable to contribute anything of a 
major nature to the cause and cure of common foot ills. 
Though footwear is intimately related to their daily 
practice and to foot health, hardly more than a handful 
of hours of instruction is given to the subject of shoes 
curing their four or five years of education and train- 
ing. It is seldom that an article discussing shoes or 
<hoe therapy is published in their journals, and it is 
rare to see the subject on the agenda of their meetings 
and conventions. 

While the shoe industry or shoemen can be justifi- | 
ably critical of the doctors for their lack of shoe knowl- 
and even some lack of foot knowledge—they 
themselves can also be target of criticism for their 
dearth of knowledge of shoes as related to feet, as well 
as lack of knowledge of foot ills. In either instance it 
becomes a case of the pot calling the kettle black. 





edge 


The Absence of Research 


If absence of knowledge and training regarding the | 
foot-shoe relationship is one gaping hole in the foot | 
health field, then the other gaping hole is the absence | 
of research activities, funds, personnel and facilities. It | 
is obvious that there can be no scientifically established 
causes and cure for foot ills until qualified sources go in | 
search of these. 

True, there are some tiny, isolated islands of foot | 
and shoe research always in process—by individual doc- 
tors, or in a clinic here and there, or in a school, or by 
a few shoe manufacturers or allied trades firms. Un- 
questionably, all of this is conscientious and sincere. | 
jut the research itself—as well as funds, facilities and 
personnel devoted to it—is fragmentary. And most of 
it to date has been starkly unproductive. 

(CONTINUED ON PAGE 48) 


December 15, 1960 


NEW 
MONEYMAKING 
PROMOTION 
BOOKLET 


Can't afford to advertise, promote? Yes you can! Here's 
a new, free, 24 page booklet, packed from one cover to 
the other with 26 proved-successful, low, low cost pro- 
motion ideas, that make it possible for you to run big 
promotions without running up big costs! 


And Phyilis Shoe Company, who has compiled this book- 
let also features the in-stock branded lines to promote — 
for every gal who sets foot in your store, including: 
PHYLLIS DELUXE, CUPIDS, NURSE-MATES, YOUNG 
CUPIDS, and TRU-MOCS, all priced to retail at $5-8. 


Fill out and mail this coupon today! Your FREE booklet 
with 26 moneymaking ideas will be heading your way 
tomorrow! 


© 
lySlirs manufacturers for over 32 years 


PHYLLIS SHOE COMPANY, 95 BRIDGE ST., LOWELL, MASS. 


Phyllis Shoe Co.. 95 Bridge St., Lowell, Mass 


Gentlemen: 


Sounds great! Please hurry my FREE booklet, 26 WAYS TO 
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Building the Doctor- 


Shoeman Relationship 
(CONTINUED FROM PAGE 42) 
or even orthopedic surgeon. Not that 
he is being deliberately deceptive or 
misrepresentative. Rather, he wants 
the shoeman’s help, advice and co- 
operation. But this must be given 
in a subtle way, and not with the 
shoeman attempting to dominate. 

The doctors are open to education. 
Shoemen can do much here, but 
again it must be done subtly rather 
than pushed. The doctor will ask 
questions, and when he does, then 
each time it opens an educational 
wedge for you. He will be forever 
grateful for this, if handled prop- 
erly. 

Never Argue 

Meanwhile, never argue or contra- 
dict the doctor’s prescription or rec- 
ommendation. Gradually, however, 
he will seek your advice or ask your 
Then it’s permissible to tell 
him, even if you think he’s wrong. 
The doctors and pharmacists have 
established excellent relations 
through this approach. It can also 
be done by shoemen and doctors. To 
be critical of the doctor because he 
prescribes shoes in a faulty way, or 
in disagreement with your views, is 
hardly any way to establish good 
working relations. If you nip the 
opportunity in the bud, you'll never 
have a chance to do the educational 
job with him that is sure to open 
up if in the beginning you will make 
some reasonable concessions. 

The doctor-shoeman relationship 
can be a profitable and enjoyable 
one. Ironically, the great majority 
of doctors actually have no particu- 
lar place in a community where they 
can feel free to send their patients 
for shoes. The great majority are 
rarely approached by local shoemen. 
Hence, there is an abundant oppor- 
tunity to develop this business by a 
professional approach to building a 
doctor-shoeman relationship in your 
community. 


views. 


Bunions, The Civilized 
Woman’s Claim to Fame 


(CONTINUED FROM PAGE 34) 
since it doesn’t hurt, she does noth- 
ing about it. Sometimes pain is good 
to have because it draws a person’s 
attention to a condition. 

At this point the foot doctor could 
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still prevent severe deformity. He 
has to. prescribe concentrated 
stretching exercises. Shoe and stock- 
ing pressure must be eliminated. 
Proper padding with felt or rubber 
may prevent undue stresses on the 
joint. If suitable attention is not 
given to the abnormality at this 
time, then a true crippling effect 
may take place. 


Abnormal Calcification 

Bony spurs form on either side of 
the toe bone and metatarsal head. 
The constant friction at the angula- 
tion of the bone makes the body 
come to its own defense, and thus it 
lays down abnormal calcification at 
the points of stress. The muscles 
around the first metatarsal become 
so weak and wasted that they lose 
the ability to move the toe. The foot 
splays into a fan-like shape in front. 
The sesamoid bones under the first 
metatarsal head are deflected out of 
position toward the second metatar- 
Ultimately the big toe angulates 
more and more until it finally lies 
across or under the second toe. At 
this point, when the woman is be- 
tween fifty and sixty years of age, 
the joint starts to hurt again. The 
pain does not come from bursitis but 
from osteoarthritic changes or from 
corns or calluses which may have 
formed anew at the site of friction 
and pressure. The deformity can 
now only be accommodated by a bun- 
ion last shoe. 


sal. 


The Bunion Last Shoe 


The bunion last shoe is comprised 
of a special measurement last pro- 
viding an excessive throat depth. It 
has an unusual amount of width dif- 
ference between the heel and ball of 
the foot. It is fitted so that there is 
a surplus of upper leather around 
the instep to allow the big toe joint 
plenty of clearance. Milady is now 
paying for her blatant disregard of 
symptoms. 

No child is born with any sugges- 
tion of bunion deformity. It is true, 
though, that certain types of feet are 
more prone to develop bunions. The 
foot possessing a long big toe might 
angulate more because of the lever- 
age exerted upon it in walking. 
Hallux valgus may form in excessive- 
ly flexible feet, or in people having 
to stand in one place for many hours, 
thus acquiring foot strain. Any in- 


fective process in the area of the 
great toe joint may weaken that 
joint. 

It is also true that hallux valgus 
has been seen among native tribes 
who have never worn footgear. Some 
authorities have said that the con- 
dition is congenital in these cases. 
But it is more likely that the unshod 
foot was injured and the inflamma- 
tory process that developed gave rise 
to hallux valgus. 


Surgery 

Surgery performed for the relief 
of bunions is frequently unsatisfac- 
tory. The operation fails to correct 
the deformity completely, or leaves a 
stiff joint. The procedure may in- 
volve the removal of the 
bones, lengthening of tendons, re- 
moval of a wedge of bone from the 
metatarsal, removal of a spur or cut- 
ting of the capsule. The operation is 
painful, involves long bed rest and 
is frequently expensive. It is not 
recommended by this author 
treatment 


sesamoid 


Non-surgical podiatry 
that could help the great toe joint 
is given with traction. A traction 
machine will break up the adhesions 
in the joint and reduce pain. Pain is 
also alleviated by the injection of 
cortisone and the fitting of bunion 
shields. Physical therapy 
such as whirlpool, paraffin 
baths, and short 
current ali help. 


devices 
wax 


ultrasound wave 


Shoes Are the Villains 

As stated before, bunions or bur- 
sitis or hallux valgus are more often 
produced by the wearing of pointed 
toed, short, narrow shoes. No matter 
whether the patient gives repeated 
assurances that she has never worn 
a bad shoe in her life, the podiatrist 
knows otherwise. The that 
shoes are such villains is because 
they have such a narrow margin of 
reserve space to begin with. Women 
rarely fit their shoes with sufficient 
extension 


reason 


room at the toe to allow 
of the foot forward upon weight- 
bearing. If the shoe fits flush at 
rest, there is no room left for varia- 
tion of length and breadth during 
activity. 

Feet lengthen with norma! use. If 
tired, they are likely to lengthen 
more. [If the lengthening foot is 
thrust into the “V’’-shaped toe cap 

(CONTINUED ON PAGE 50) 
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Shoe store shines 
with PPG Open-Vision Front 


There's little doubt that customers are making a well-trod 
path to Miles Shoes in Pennsauken, New Jersey. One good 
reason: the store’s handsome appearance, enhanced by a PPG 
Open Vision Front. Pittsburgh Plate Glass Company 

It has been proven time and time again—business picks up 2 sii 
when you improve your store appearance with a PPG Open- Pittsburgh 22, Pennsylvania 
Vision Front. Its wide-open look is bound to attract cus- 
tomers. Your shoe store can be just as attractive—and the Please send a free 

4 eS STORE FRONT booklet to: 

improvements you make soon pay for themselves in increased 
traffic and volume. Pittsburgh Plate Glass has the complete 
package to give you the Open-Vision Look: Pittsburgh Pol- 
ished Plate Glass; PiTtco® decorative and glass-holding Store 
Front Metal; a complete line of TUBELITE®, HERCULITE® and 
West TENSION doors, frames and sidelights; and PITTCOo- 
MATIC® automatic push-pull handle or mat-operated door 
openers. For more information, send for our free booklet or 
contact your PPG branch or distributor. There’s one near you. 


Address 


Pittsburgh Plate Glass Company 


Paints + Glass + Chemicals + Fiber Glass In Canada: Canadian Pittsburgh Industries Limited 
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WE SANS... 


AMERICA’S 
LEADING / 
UFACTURERS* 


THE BORG-WARNER PLASTIC 
THAT IS TOUGH, HARD AIND-RIGIO 


. 


Shoe industry leaders have too much 
at stake to risk using a material they 
can’t trust. These leaders—and many 
others in the industry —are néw Using 
Cyco.ac for the tall and thin women’s 
shoe heels that fashion has decréed. 

CycoLtac—the ABS plastic from, 
Borg-Warner—is being used by more \ 
and more manufacturers because it : 
offers maximum resistance to flexural 
fatigue failure. It also resists shock 
and heat distortion, thus practically 
eliminating breakage. 

If you are not now using CyYcoLac 
write today for information on this 
superior shoe heel material —the plas- 
tic that is setting new standards for 
women’s shoe heels. 


*Names On Request 


MARBON CHEMICAL oveow BORG-WARNER 


WASHINGTON WEST VIRGINIA 


The Mysteries of Foot Ills 
(CONTINUED FROM PAGE 45) 


Perhaps the most outstanding of all foot-shoe re- 
search, from the standpoint of long-term consistency 
and productive results, has been at the University of 
Rochester, under the direction of Dr. R. Plato Schwartz 
and Arthur Heath. But even this 35-year foot-shoe re- 
search program has had to function with very limited 
funds and under extraordinarily challenging conditions 
It is the more amazing that the results, under these con 
ditions, have been so fruitful. 

In conclusion, some facts stand out as astonishing 
First, foot ills are admittedly in national prevalence 
Second, they’re as common today as a half century ago, 
with little improvement achieved. Third, it is costing 
the American public nearly one billion dollars a year in 
search of relief and cure for foot ills. 

In the light of these facts, it would seem that all 
sources with a direct responsibility for alleviation of 
these conditions—the medical professions and the shoe 
industry—would combine their efforts in a concerted 
research program. So long as the vast shroud of myth 
and mystery hangs over the field of foot health, so will 
the many conflicts of views and treatments, most with 
no productive results, continue to dominate. This situa- 
tion, in the critical public eye, will bring no credit to 
the medical professions or to the shoe industry 


Clinch Repeat Sales with Cards 


DISCOUNT cards, given to new residents by a Wel- 
come Wagon representative, bring new customers to 
Alfred Weiss Junior Footwear, Cleveland, O. 

The clincher to the promotion, however, is the fol- 
lowup card mailed to every customer after a visit to 
the store. It thanks them for coming to the store, 
expresses pleasure in being able to help and expresses 
a hope that the customer will always find services and 
merchandising pleasing. 

The attractively printed note cards are personally 
addressed and signed. Mr. Weiss said they do a tre- 
mendous job in changing first-time customers into 
regulars. 

A personal note is also sent to any doctor who sends 
a child to the store for corrective shoes. The note tells 
the doctor exactly what was sold to the child and it 
thanks him for sending his patient to the store. 


Irish Hospital Bans Stilettos 


ACCORDING to the English Shoe and Leather Rec- 
ord, concern about the damage being caused to the floors 
of Northern Ireland hospitals by stiletto heels has 
reached such a pitch that one large Belfast hospital 
the Royal Maternity—has decided to ban the wearing of 
finely pointed high heeled shoes. The decision became 
operative on October Ist. 

Patients entering the hospital have been told to warn 
visitors to leave their stilettos at home or bring slip- 
pers with them. 

Floors that once might have lasted for 25 vears are 
now having to be ripped up after only six years because 
of the excessive wear. 
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What’s a Traveler Like? 


SEEKING basic data about the men who travel for 
apparel manufacturers, the National Assn. of Men’s 
and Boys’ Apparel Clubs conducted a survey of its 
6438 members. 

From the data supplied by more than 2000 men who 
filled out the questionnaire, NAMBAC has composed an 
average Mr. MAC. In order to make the survey even 
more meaningful for its members, NAMBAC also de- 
termined what the composite Mr. MAC for each of 
eight districts is like 
November news sheet. 


The results appeared in their 


Mr. MAC Is 53 
Mr. MAC—the 53 years old, 


weighs 173 pounds, and is five feet nine and one-half 
inches tall. 


average traveler—is 
He is married, has two children, has had 
some college training, owns a $25,000 home, and has 
two automobiles. 

Mr nine of 
them for his present employer. Despite the tribulations 
of the job, Mr. MAC reports that he likes his job and 
considers himself to be 
like, independent and 


MAC has been a traveler for 20 years 


friendly, successful, business- 
an industrious, useful and gen 
erous family man. 

Mr. MAC lives up to the description of “traveler.” 
He travels 27,050 miles a year and spends 109 nights 
on the road. Mr. MAC has to be pretty self-reliant, too. 
He is on straight commission and must go it alone with- 
out company participation in a pension plan or health 
insurance. Mr. MAC has no company guarantee that 
the clothes he sells will be delivered, but he does report 
that manufacturers ship an average of 93 per cent of 
not 


those ordered, the remainder being delivered for 


such reasons as poor credit 


He Takes Home $8.900) 

Mi 
of which he had to pay all of his travel and selling ex- 
After deducting those, plus his income tax, Mr. 
MAC reported a net income for 1959 of $8,900. He esti- 
mates his gross for 1960 will be $14,700. 

Mr. MAC was asked about his 1955 income, as well. 
The results showed that, whereas the average weekly 
net earnings of U. S 


MAC has a gross income in 1959 of $14,100, out 


penses 


production workers with three 
dependents rose 12 per cent in the 1955-59 period, Mr. 
MAC’s income actually dropped 6 per cent over the five- 
year period. When the cost-of-living increase during 
that considered, Mr. MAC's 
income has been even greater. 


time is decline in real 

Symptomatic of the decline in earning power was 
the revelation that Mr. MAC hasn't had a commission 
rate increase since he went to work for his present firm 
nine years ago. One-fourth of the MAC men report a 
commission change in that time, but two out of five 
report that the commission change was to their dis- 
advantage. 

Even more revealing was the finding that, while just 
7 per cent of the travelers in 1955 reported net incomes 
of under $5000, the figure has risen to the point where 
nearly three MAC men out of ten now take home less 
than $5000 a year. 
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Price-Marking Machine 
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received, etc 


Retail selling 
price clear 
and legible 


M $1295 


The perfect Price-Marking answer for most stores, 
large or small—for long or short runs. The secret is 
the ingenious dial-set bands for frequently changed 
data, plus metal type (Model 22-T) or rubber slugs 
(Model 22-S) for infrequently changed data. Mo- 
torized models available. Let us send you full in- 
formation, without obligation, of course. 
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Bunions, The Civilized 
Woman’s Claim to Fame 
(CONTINUED FROM PAGE 46) 
of the current styles the counter- 
pressure from the toe block acts as a 
powerful and concentrated deflecting 
on the toes. When this is 
multiplied by the number of steps a 
day a person takes, the accumulated 
force in pounds is tremendous. It is 
a wonder that the toes don’t just 
dislocate altogether and let it go at 
that. 

The shoeman can help his cus- 
tomer plagued with a bunion by just 
not adding to the deformity. He 
should fit shoes long and wide where 
he is allowed to by size-conscious 
Forefoot fit must not be 
for the sake of the heel. 
Tighten the heel with “non-slips” if 
it is necessary. Remember that shoes 
are the most dangerous article of 
clothing that humans wear. They 
can cause crippling deformity! 


torce 


women. 
narrow 


Shoes Play Significant 


Role in Medical Therapy 
(CONTINUED FROM PAGE 33 

ing at Arkansas Children’s Hospital, 
under its Chief of Orthopedics, Dr. 
John D. Christian, have been gather- 
ing at least twice a year for seminar- 
like sessions dealing with the medi- 
cal role of shoes. The importance of 
these programs cannot be over-rated. 
The actual instruction, under the 
direction of the doctors, is handled 
by Eric. 

How does he proceed with his 
teaching? What does he tell the 
students? He is very direct! “Don’t 
take shoes too lightly,” he cautions. 
He asks them to draw upon their 
general medical knowledge so that 
they will mindful that 
what is being done to the foot might 
affect the whole body. As he dis- 
cusses the technical side of shoemak- 
ing and corrections, he relates it to 
the table outlined on the blackboard: 
“EFFECT OF SHOES: (1) on 
Weight Bearing, balance, locomo- 
tion. (2) Skin, circulation, metabo- 
lism. (3) Psyche. (4) Source of 
Trauma and Stress (or adjunct of 
relief from 4). (5) Agents of defor- 
mation (adjunct for reformation). 
Use for: Accommodation, Compen- 
sation, Modification. 

Over the years, this has made a 
strong impression on the doctors. It 


always be 
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has provided them with some cate- 
gories for shoe evaluation. He tells 
them, with a light touch, that shoes 
can play a role in almost any field 
of medicine, short of pathology, ears, 
and throat. This comes into 
clear focus when they analyze the 
specific areas that shoes affect: pos- 
ture, balance, weight-bearing, loco- 
motion, circulation. He points out 
that shoes not only can re-form but 
they can also, particularly in pedia- 
trics, have a pernicious influence. 
Therefore, shoes must be not 
only as agents of therapy but they 
must viewed in the wider 
range of environmental medicine 
From that, he leads into the social 
role of and the strong sym- 
bolism that is entailed. A factual de- 
scription of shoes follows: 
struction, patterns, lasts . 


nose 


seen 


also be 


shoes 


their con- 

. all the 
technical details that his experience 
tells him pertinent for 
medical practice .. . wedging, meth- 
ods of wedging, other corrections 
All along, Mr. Franken deals with 
problems from the shoeman’s point 
of view, without 
tors’ field. 


are use In 


invading the doc- 
He tells the doctors that 
they must guard their 
against impatience as the 
speed of the concerned 
“Shoes,” he says, “are a very 
servative and limited form of treat- 
ment.” 


patients 
far as 
results is 


con- 


Tell The Doctor and Patient 
What to Expect 

When speaking to shoemen in that 
connection, he tells them that in 
their contact with the doctors they 
should be aware of the fact that 
what can do is relatively 
limited. There has much 
overselling from the shoeman’s point 
of view. “Tell the what he 
can expect and the patient what to 
and you further,” 
Eric. “The important 
duty the shoeman has, in establish- 
ing communications with the 
tors, is to find out exactly what the 
doctors mean when they make out 
their prescriptions. The doctors, in 
turn, are grateful to know that they 
can write their prescriptions and be 
fairly certain that the shoeman will 
fill them accurately and knowledge- 
ably. 

We asked Eric Franken what his 
procedure is when people come in 
to be fitted, so that we could pass it 
along. First of all, there’s no diffi- 
culty with those who bring a doctor's 


shoes 
been too 


doctor 


expect get much 


says most 


doc- 


prescription. When customers come 
in Wichout a prescription, but with a 
foot problem, he tries to distinguish 
whether they merely need good shoe 
fitting service or therapeutic advice. 
In the latter absolutely and 
without excepticn, he refers them to 
their family physician. Those folks 
who cannot afford a doctor have the 
opportunity of treatment at the Uni- 
versity Medical through 
the truly marvelous Crippled Chil- 
dren's Division of the Arkansas 
State Department of Public Welfare. 
One of the circumstances that makes 
Eric Franken’s work the 
willingness of practically all the doc- 


case, 


Center or 


easier 18 


tors to give him their guidance when 
he has to them the 
phone about a patient with a prob 
lem. 


contact over 
There is a mutual understand 
Eric 


They are aware of Eric 


ing and respect between and 
the doctors 
as an academic 


teacher; and he has 


a respect for their time 


Varga Takes Up the Slack 
There is a wonderful rapport be- 
Eric and his wife, Marga. 
They both have the same apprecia- 
They 


needs to be done to 


tween 


and enthusiasm 


what 


tion, drive 
both know 
effect the better liaison, understand 
ing and education; and they just do 
it! 

“The schedule I have,” 


“would 


says Eric, 
if Marga 
with me. She takes up 
some of the slack in the store. Be 
sides being wife and mother, she is 


not be possible 


wouldn't be 


a skilled merchandiser and a highly 
effective person. On 
Ist, she took the 
ment of the new branch store in the 
elegant suburban Park Plaza Shop- 
ping Center.” 

By 


sales Decem- 


ber over manage 


they both got 
into radio and TV. Every Thursday 
morning, 9:15 9:45, 
Eric gives a book review on a local 
He and Marga are 
also frequent guests on a TV panel 
during the noon hour and have many 
fans. Rarely do they discuss shoes 
Most of the time, they the 
broadest topics .. . subjects ranging 
the entire 


happenstance, 


between and 


radio program 


cover 


from books to music . 
field of life and living 

“T always feel that the business- 
man and the shoeman has a definite 
role to play in his community,” says 
Eric. “One of the obligations of the 
businessman in any field, especially 
in shoes, is to concern himself with 
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the welfare of his community. He 
must be public minded.” He follows 
through in this regard and we cite 
just a few of his endeavors: He is 
a director of the Arkansas Council 
of Retail Merchants; Chairman of 
the World Trade Committee of the 
Little Rock Chamber of Commerce; 
Chairman of the College and Univer- 
sity Seminar Committee of the Lit- 
tle Rock Sales Executive Club; a 
Director of Independent Shoemen 
and chairman of their Merchandis- 
ing Committee. 


More than a Pair of Shoes 
(CONTINUED FROM PAGE 39) 


in the outlying neighborhoods. Sales 
have increased with each new opera- 
tion and Muller's shown a 
steady growth through these many 


years. 


have 


Thomas Muller, who heads 
the firm of Muller's Shoes, Inc., said, 
“Much of the credit 
goes to our competent help and well- 
managers.” The Wealthy 
street store has been under the man- 
of Bernard De Vries for 
the past ten years. A third genera- 
tion of Mullers has joined the store 


now 


for our success 


trained 


xngement 


personnel now; he is Wayne Muller, 
son of Thomas Muller. He was re- 
cently graduated from the Business 
School of the University of Michi- 
gan. The policies of Muller’s Shoes, 
Inc., are short and to the point: 

“Good Shoes—Well Fit.” 

Quality name brand shoes care- 
fully fitted from an orderly stock. 
records to tell man- 
agers and owner how the stores are 
doing each week, each month, and 
each year. 

Neat and well-lighted stores where 
clerks are pleased to serve custom- 


Good store 


ers. 

“Remember,” said Mr. Muller, 
“customers buy more than a pair of 
shoes—they buy all the associations 
that go with them.” 


Austrian Shoe Exports Rise 

EXPORTS of Austrian 
showed the greatest increase so far 
for the first quarter of 1960. In Aus- 
trian schillings, and compared to the 
first quarter of the preceding year, 
the export of men’s leather shoes in- 
creased from 4.2 to 6.1 million schill- 
ings, and ladies’ leather shoes from 
1.3 to 6.1 million schillings. Export 
of children’s shoes, however, showed 


shoes 


a marked decrease from 1.9 to 0.4 
million schillings. The export of 
ladies’ shoes with textile uppers 
went up from 74,000 to 322,000 
schillings. 

The leading customer for men’s 
leather shoes in the first quarter of 
this year was the Soviet Union, for 
a value of 2.3 million schillings, fol- 
lowed by the United States with 1.7 
million schillings and West Germany 
with 1.2 million schillings. For la- 
dies’ leather shoes, the USSR was 
also the leading customer for a value 
of 3.4 million schillings. In this field, 
Eastern Germany had the second 
place with 1.4 million schillings, fol- 
lowed by Western Germany. 


Soviets Plan Self-Service 

MOSCOW, U.S.S.R.—A spokes- 
man for the Soviet Ministry of 
Trade reported recently that plans 
were being made to introduce self- 
service into the Russian shoe retail- 
ing business. 

During his statement, in which he 
placed the number of state trading 
shops in the USSR at 105,000, he 
said “much importance is attached 
to specialization of shops and self- 
service.” 


OOST in the BOOMING DANCE 
sell the biggest name brand 


All Popular Constructions 
CHILDREN’S TIGHTS 
Full Fashioned 
Non-Run Full Fashioned 
Seamless Run-Resist 
WOMEN’S SIZES in same 
constructions as above 
LEQTARDS styled with long 
and short sleeves, scoop 
and high necks 

for Children 

for Women 


full fashioned and seamless 


knit of pAwsofr stretch nylon 


<P 


TIGHTS, LEQTARDS & TRUNKS 


Danskin’s tremendous popularity in the dance 
field, Danskin’s recognition for finest quality 
and perfect fit by America’s dance schools and 
dance professionals, gives you the kind of ac- 
ceptance that speeds up sales! Many new colors 
available, and new styles in leotards, too. Sup- 
plied in transparent self-selling packages, for 


compact display. 


NO INVENTORY PROBLEM — your orders deliv- 
ered immediately from our factory. Write for 


Illustrated Catalog B-12. 


favorites 

for all day—- 

every day, 
too! 


Nationally Advertised in Parents’, Seventeen, Dance, Mademoiselle, 


437 Fifth Avenue 
TRIUMPH HOSIERY 


DIVISION OF 
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Ski, Skiing, Skating and the N. Y. Times Magazine 


New York 16,N.Y 
MILLS 
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Profile 
(CONTINUED FROM PAGE 24) 


Hofheimer’s, says: “For a business 
te be perpetuated in the way ours 
has been, it has to be accepted, not 
only by business but by the people. 
That has been our greatest desire.” 
He hasn't forgotten that he came up 
from the ranks. “I’ve always known,”’ 
he continues, “that, in order to keep 
a truly respected company, we had 
to share our good fortune with all 
of our people.” Employees’ benefits 
are indicative of his philosophy: 
group insurance, Christmas bonuses, 
paid holidays, vacations, liberal dis- 
counts on merchandise. 


The “Farm System” 

Every of Hofheimer’s 
managers has come up through the 
company’s internal “Farm System.” 
Without exception, every store man- 
salesman for the 
at one time or another. In 
fact, two of them, William Wilson 
and Ben Silver, started 
boys and worked their way up to 
important executive In- 
of bringing men in from the 
outside to take over managerial posi- 
tions with the company, Hofheimer’s 
prefers to shift men around if they 
show managerial ability. 


one store 


ager has been a 


company 
as stock 
positions. 


stead 


Hofheimer’s owes much of its suc- 
cess to the management of such men 
as David S. Hirschler, president, and 
Richard D. Hofheimer, vice-presi- 
dent. Both men have made valuable 
contributions to the business and to 
the life of their community 
Both men have devoted their entire 
business careers to the company and, 
as a result, Hofheimer’s has become 
a large, complex but well-managed 
organization with one of the finest 
reputations in the shoe retailing 
field, selling more shoes per capita 
than any other independent retail 
shoe firm in the United States. 


civic 


David S. Hirschler 

David Sutton Hirschler was born 
in Norfolk, Va., on July 5, 1886. He 
attended Norfolk Academy but left 
school to work in his uncle Edward’s 
dry goods firm. Nights, he worked 
for Otto and Jake Wells, who oper- 
ated one of Norfolk’s first vaudeville 
houses. Starting as a theater em- 
ployee at 12 years of age, he worked 
on a “see the show for free” basis. 


52 


lettered cards that 
next number. Later, 
usher, doorman 


He carried the 
announced the 
he became an and 
paymaster. 

After fourteen years in the theater 
David Hirschler, then 26 
appeared one busy 
Saturday in 1912 at the Granby 
Street of Hofheimer’s and 
asked for a job. Desperate for sales 
clerks, the manager hired him on the 
spot. Dave wound up the day at 
third place in the total sales, sur- 
of the 
From that day, Dave Hirsch- 
His style sense, 


business, 
years of age, 


store 


passing some experienced 
clerks. 
ler’s rise Was rapid. 
interest, industry and other qualities 
marked him as a “natural” for the 
shoe months 
he was put in charge of Hofheimer’s 
Church Street His talents as 
a shoe buyer were 
and he was made buver for all the 
Hofheimer stores. In 1926, 
tirement of Henry Clay and Julius 
Caesar Hofheimer, two of the found- 
Dave was elevated to president. 


business. Four later, 


store. 


soon discovered 


on re- 
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~ eAGRAND OPENING Ibe 


THE EXCELSIOR SHOE STORE 


192 Main Street, 192 Male Street, 


wre «4 L.AmMGe 148 oF 


Men's, Ladies’ and Children's Boots and Shoes 


Call and see for yourselves a8 you can save money 


“¢THEIR PRICES DEF DM PETITION 


Excelsior Shoe Store, 192 Main Street 
NORFOLK VIRGINIA 





The first odvertisement which ap- 


peared in March, 1895. 


In 1937, he was elected a director 
of the National Shoe 
ciation; and in January 1940, he was 
elected treasurer of that association, 
an office to which he was re-elected 
for twenty consecutive years. He is 
retiring from this position at the 
end of this month. 


Retailers Asso- 


Vore Honors 

Shoe manufacturers honored him 
in Boston in 1956 for contributions 
to their industry. He was named to 
the National Shoe Fair Committee 
in 1958, to prepare an exhibit for 
some eight hundred manufacturers. 

During World War II, he was 
named by President Roosevelt to the 


War Production Board. In more re- 
cent years, he has been a director of 
the Small Business Administration's 
fourth district. For years, he has 
been a member of the Boys’ Club of 
Norfolk and became its president in 
1958. In recognition of his interest 
in the club, the Hirschler Boys’ Club 
Trophy is awarded annually to the 
outstanding member. It was awarded 
for the first time in 1957. 

In 1956, Hofheimer 
raised a fund to establish a $5,000 
dental the club in Dave 
Hirschler’s honor. Presentation was 
the highlight of the annual birthdays 
party tendered to Dave—in this case 
on his 70th birthday 

He is a member of the Norfolk 
Symphony Board; also of the Rotary) 
Club since 1926. He is also a member: 
of the Norfolk Chamber of Com 
merce, the Virginia State Chamber 
of Commerce, the Hague Club and 
the Ohef Sholom Temple. He 
Mrs. Hirschler have married 
since 1910. They have a daughter 
Dorothy, who is married to Milford 
A. Stein, manager of the 325 Granby 
Street store, and a son, Lewis David 
Hirschler, director and 
buyer for Hofheimer’s. On Octobe 
26, 1960, this junior contingent wer 
hosts at a reception celebrating their 
parents’ 


employees 


clinic at 


and 
been 


who is a 


Golden Anniversary 

“I’m a man who can’t retire,” says 
Dave. “I work nine to six, six days a 
week and, in the evenings, I am at 
The 
. That's it.” 


the outlying stores secret of 


? WORK 


success 


Richard Hofheimer 
Vice-president Richard Hofheime: 
feels exactly the same way about it 
“Retailing,” says he, “is a hard busi 
but the promi 
nence of Hofheimer’s today seem to 
make it all worth while. We've been 
at it for 75 years and all that time 
we have had people here who have 

been willing to work hard.” 


strength and 


ness 


Dick is 59 years old, soft spoken 
and recognized nationally in two 
fields, his business and 
affiliation. Son of Benjamin F. Hof- 
heimer, one of the founders, he is an 
outstanding stylist in the shoe in- 
dustry. A native of Norfolk, he left 
the University of Virginia in 1921 
because of his father’s ill-health. He 
started as a salesman in the old Main 
Street store in Norfolk, rose through 
positions of buyer and manager. He 


religious 
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still does some selling when the oc- 
casion He has been presi- 
dent of Shoes Associated, comprised 
of leading independent shoe retailers 
in the country. 

In 1950, he 


arises. 


elected to the 
executive board of the Union of 
American Hebrew Congregations, 
which consists of nearly 500 liberal 
Jewish groups. He is a past presi- 
dent of his own congregation, Temple 
Ohef Sholom. Last year, he 
elected to a two-year term as presi- 
dent of the Retail Merchants Asso- 
ciation of Norfolk. He is president 
of Cavalier Realty Corporation, 
which owns the Commodore Maury 
Hotel, he is a director of the Sea- 
Citizens National Bank, as 
well as a member of DePaul! Hospi- 
tal’s lay advisory board. 


was 


was 


be ard 


The Company 

Now have sketched the 
men in the key positions, let’s go 
back to the company and cite some 
of its accomplishments. In 1909 Hof- 
heimer’s started a brand name of its 
Black Cat. The company set 
ip specifications for the shoes to 
measure up to and has had them 
made by a number of different manu- 


that we 


own: 


Write for illustrated material 
THONET INDUSTRIES INC. 
One Park Ave., New York 16. 


SHOWROOMS: New York, 
Chicago, Detroit, Los Angeles, 
San Francisco, Dallas, Miami, 
Atlanta, Statesville, N. C., 
Paris, France. 


facturers during the last fifty years. 
By starting the Black Cat brand, 
Hofheimer’s became a brand name 
pioneer and in 1953 won the coveted 
Brand Name Retailer of the Year 
award for outstanding presentation 
of manufacturers’ advertised brands 
to the public. 

In addition to the Black Cat brand, 
which is still on their list, Hof- 
heimer’s carries 23 lines of women’s 
shoes, 9 for teen agers, 5 for men, 
5 for children and 11 in 
lines. Women’s include: Florsheim, 
Martinique, DeLiso Debs, Hill & 
Dale, Red Cross, Troyling, Cavalier, 
Caressa, Town & Country, DeAngelo, 
Gay-Craft, Daniel Green, 
Oomphies, Nite Aires, I. Miller, 
Herbert Levine, Heritage, Urbanite, 
Customcraft, Shenani 
gans and Arch Preserver. For teens: 


accessory 


Jocelli, 


Ferncraft, 


Trotters, Cavaliers, Cobbies, Penaljo, 
Town and Country, Sandler, Spald- 
ing, Fredelle, For 
Florsheim, Cavalier, Black Cat, 
Spalding, Bass Weejuns. For chil- 
dren: Stride Rite, Tru-Shape, Spald- 
ing, Keds, Capezio Dance. 
Hofheimer’s makes a strong bid 
for the children’s shoe business with 
Six-Point Fitting Plan, a 


Capezio. men: 


their 
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ONE 
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FURNITURE 


merry-go-round and play areas in 
some stores, a pet monkey in an- 
other. 

They recognized early the value of 
stores in suburban sections but re- 
tained strong downtown stores, easi- 
ly accessible from a wide trading 
area. 

They placed 
community, selecting the proper mer- 
chandise from their broad price 
range, $6.00 to $30.00, and molding 
each store to fit the neighborhood it 
served. 

They placed more shoe advertising 
with newspapers and sold more shoes 
per capita in Norfolk than any other 
independent shoe store in the coun- 


several stores in a 


try. 

And so we approach the end of 
1960, the Diamond Jubilee Year for 
Hofheimer’s. Already they have be- 
gun working on the next phase—the 
century mark. The spirit that per- 
vades everything is: “All of us are 
more able than any of us.” 

We want to add our good wishes 
and congratulations. More power tu 
the company and its people. We spell 
it out in our own way: Heritage Of 
Friendship, Honest Endeavor, [niti- 
ative Motivates Every Retail Service. 


PUBLIC USE 


53 





Cash Registers 
dance 
with 


GODING 


Whether he rides the range, or just 
likes to show a well-shod pair 
of heels at the square dance, your 
customer will go for the trim com- 
fort and authentic western style of 
the new Goding Gaiter Boot. 


This Goding Gaiter is designed for 
comfort as well as striking appear- 
ance. Elastic goring at the sides 
insures snug fit at the ankles. 
Turftan leather and Goding crafts- 
manship combine to give long 
wear. It is carried in stock in men’s 
sizes 6 to 12 inclusive, and priced to 
move in quantity — with a full mark- 
up to you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 


Letters... 


Shoe Museum Seeks Exhibits 
Editor: 

Here in Vigevano, which as you well 
know is the most important European 
shoe center, we are organizing a Museum 
of Footwear. We are interested in en- 
dowing this museum with some pieces 
of both historical and ethnological value 
Therefore we shall be particularly grate 
ful if vou will inform your many friends, 
so that they can send us any pieces 
which might be attractive for the mu 
seum. 

We are also interested in shoes which 
belonged to famous people or to cham- 
pions of sport. For the ethnologi« al see 
tion it would be very interesting to have 
some cowboy boots 

For each piece shown in the museum 
we shall mention the donor's name 

CALZATURIFICIO URSUS 
SOCIETA ACCOMANDITA SEMPLICEH 
VIA MULINE 1] 


VIGEVANO, TTALY 


‘What's in a Shoe’ Applauded 
Editor 
I had to take this opportunity to com 


4. Rossi's fine 


pliment you on William 
articles concerning the construction of 
footwear in your past few issues. We 
Axelrod’s find them very infor- 
Keep up the fine work 

BILL HENN 


here at 
mative 
AXELROD'S SHOE STORE 


HUNTINGTON STATION. SN. Y¥ 


Editor 
[| have liked “Whats in a Shoe and 
How to Sell It.” 
MOSE LEIBOWITZ 
M AND L FAIR AND SOU ARE 
SHOER STORE 
YORK, PA 


‘A Valuable Service’ 
Editor: 


I have noticed the series of articles 
by our member, Dr. Morton H. Walker, 
calling the attention of the shoe fitters 
and retailers to some common foot prob- 
lems. 

Shoe fitters and _ podiatrists-chiropo- 
dists are the two groups of people in 
this country most concerned with the 
foot health of our population. You are 
performing a very valuable service in 
helping the shoe fitter understand some 
of the common foot problems so that 
he can serve his customers to the best 
of his ability. 

DR. A. RUBIN, EDITOR 
JOURNAL OF THE AMERICAN 
PODIATRY ASSN. 


WASHINGTON, D. C. 


e Trade Literature 


All About Prices 

A 32-PAGE booklet, “The Story 
of Prices,” has been published by 
the Du Pont Co., Wilmington 98, 
Del. It is of interest to retailers 
from 


the point of view of the retailer and 


because it has been written 


the consume! 

Its basic theme is that more pro 
duction and higher efficiency are 
the best 
compared 
other methods of 
lating the economy 


ways to lower prices as 


with price controls 01 


artificially regu 


4am” 4 AT7 


FREE ,»,, BOOKLET! 


“How te Dye Fabric Shoes” 
EVEREVT & BARRON CO. 
166 Valley St., Providence, ®. | 


ADJUSTMENTS 


WITH 


CAVALIER 


BOOT CREME 


Shoe uppers look BETTER 
longer when cared for with 
CAVALIER BOOT CREME 


SPECIAL 
OFFER 


> + 


16° 8 


fee” covauier CO. 


BALTIMORE 30, MD. 
West Coast: 
Ockiond 20, Calif. 
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Baltimore Shops Note Weather Kills Twin City Boot Sales 


Triple Needle Demand 


BALTIMORE — Triple needles 
have suddenly caught on. 

Baltimore retailers selling better 
women's report excellent 
ceptance of the triple needle toe in 
weeks. They also point out 
that the percentage of triple needle 
greatly increased. 
The greatest sales of this style are 
in the 18/8 heel heights, although 
retailers look for more more 
triple needles in higher heels. The 
trend is expected to carry over into 


shoes ac- 
recent 


spring styles is 


and 


the budget shoes too. 
The 
spotty 


fashion shoe business is 


Interest is waning in winter 
shoes and most retailers are now 
coasting, hoping to clear stocks. Sev- 
eral stores installed spring displays 
grape 


pastel 


featuring lightened tones, 
combinations, 


and bone-tone straws. 


grape lusters 
One retailer, 
whose sales of green were excellent 
throughout the fall, expects green to 
be better than ever during spring 
1961, 


Slipper Sales Are Good — The 
slipper business is good and sales are 
ahead of last year. Although compe- 
tition from packaged slippers is evi- 
dent, retailers are relying on fashion 
assortments to counteract it. Black 
velvet with gold trim, jeweled and 
solid gold numbers lead sales 

Several girls’ shoe retailers 
port excellent acceptance of Italian 
loafers in a lightened brown. These 
retail at $6.95 or $6.99. Jet heels 
the teen market 
and have been popular in girls’ pat- 
ents at $6.99 and $7.99. The slipper 
business has been strong, but singled 


re- 


continue to sell in 


out as especially good have been fur- 
collared moccasins at $2.99 and 
beaded booties at $2.99 and $3.50. 


More Points, Less Bucks—Boys 
are seeking more tapered toes, more 
slipons (oxfords still substan- 
tially leading sales), and fewer and 
fewer bucks. 


are 


Baltimore men are showing more 
interest in wear-with-all colors. At 
one store this 
grayed black olive and at another it 
burgundy tone styles at 


interest was in a 


was in 
$28.95. 
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MINNEAPOLIS—Although there 
has been little winter boot or over- 
shoe business here due to the warm 
weather that lingered later than 
usual, this has been counter-balanced 
by good sales of dressy daytime and 
evening footwear. 

Black calf, brown calf and black 
appear to lead the sales of 
dressy daytime wear. One St. Paul 
store said that triple needles moved 
unusually well, especially those with 
novel treatments around the heel. 
Such shoes were jeweled, ornamented 
with leather or had inlaid leather on 
the quarter. The store buyer said he 
foresees this as a big new trend in 
women's shoes. 


suede 


Mid-Heels Are ‘Tremendous’ 
Closed styles and high heels con- 
tinued to hold the major share of the 
popularity, but 
buyer said mid-heels are “tremen- 


one Minneapolis 
dous” and getting even bigger. 

In novelty daytime shoes, green 
calfs and lusters got the nod of some 
Black patent also started 
to move at a few stores. 


shoppers 


The sales of party and holiday- 
type footwear also helped boost the 
business volume. A Minneapolis 
buyer said black silks, peau de soies 
and tapestries were his best numbers 
along with a few browns. Other 
good holiday shoes included vinyls 
with a bow, glitter types, such as 
vinyl step-ins with a band of 
quins across the front, pearlized lus- 
ters in pastel tintable 
jeweled types and gold shoes. 


se- 


colors, and 


Black Still Leads—Men’s slipons 
sold well, especially in higher priced 
lines. Black generally selling 
better than brown, although 
Minneapolis men’s store said that it 


was 


one 


was now about 50-50 with increased 
sales of winter brogues and cordo- 
vans. Shoes in the new black olive 
shade also moved well. 
however, predicted black olive would 
“die” until spring. 

The Christmas slipper 
was said to be on a par with a year 
ago. 
plain toe slipons were also bought 
for gifts. 


One buyer, 


business 


Moccasin-type shoes as well as 


Boston Slipper Sales Climb 5 to 10 Per Cent 


BOSTON 
Boston’s shoe retailers concentrated 


As Christmas neared, 
promotional efforts on high styles 
for evening wear and slippers in- 
tended as presents. 

This is standard procedure for the 
season and early results insofar as 
slippers are concerned were better 
than expectations. 
tween 5 and 10 per cent 
ported by some stores. 


Increases be- 


were re- 

Style outlets promoted velvet, lamé 
and kid. Color promotions included 
plum, white, beige, black, blue, to- 
paz, cherry and olive green. Patterns 
ranged from ornamented scuffs 
through flats to high-heeled mule 
types. Practically all stores reported 
good demand. 

Stores carrying middle-of-the-road 
styles were not outdone, however, in 
variety. Best sellers during 
the early part of the season were 
rayon satin, rayon velvet and cordu- 
roy in white, light blue, pink, red, 
black, wine and some navy. 


color 


Orna- 


mentation was not as vivid as in 
higher style lines. It 
mostly to rosettes on scuffs, multi- 
colored stitching on the vamps of 
flats and bows at the throats of low- 


heeled pump types. 


was confined 


Population Rises 18% in 
10 Years—to 179,323,175 

WASHINGTON, D. C.—The Cen- 
sus Bureau has completed its 1960 
population count. The figures indi- 
cate that since 1950 the total number 
of U. S. 18.5 
per cent. 

Total population of the 50 states 
All but four 
the 


citizens has increased 


is 179,323,175 persons. 
states recorded an increase in 
10-year period. 

Top area growth was in the West 
with a 38.9 per cent increase. Cali- 
fornia led all the states with an in- 
crease in population of almost 50 per 
cent. Biggest decline (7.2 per cent) 


was in West Virginia. 
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Denver: Patent Begins To Sell 


DENVER—An upsurge in shoe 
and slipper business in late Novem- 
Colorado shoe retailers 
gains column last 
And, intensified buy- 
ing inte December augured sales in- 


ber pulled 
the 


vear’s figures. 


into over 


creases of at least six per cent for 
the last month of the year. 

Closed pumps, high and mid-heels 
and double needle toes were still the 
volume for women. 
black patent is creeping into 
sales columns. 

Children’s shoes purchased for the 
holidays included cements, 
patents and nylon velvets with rhine- 
stones and other fancy trims. 
shoe consisted mostly of 
dressy types and loafers. Black sold 
best, but there was some demand for 
dark green tones. 


Some 
the 


sellers 


dressy 


s0ys" 


business 


Milwaukee: Mild Weather 


Keeps Boots on Shelves 


MILWAUKEE—Demand here has 
been consistently good for calfskin 
offerings. Novelty open shoes have 
been moving at a fairly good pace 
and black silks have displayed sur- 
prising strength. 

The winter boot and rubber foot- 
wear sales are expected to wind up 
under expectations. 
Some dreary volume 
to date as much as 75 per cent under 
1959 figures. 

Department 
that sales of dressy fashion numbers 
for evening wear were edging 
slightly of figures for last 
year at this time. Casuals were not 
faring however. Plans 
being made to stimulate interest in 
cruise footwear a little earlier than 


well previous 


reports reveal 


store buyers noted 


ahead 


well, are 


usual 

Purple has done exceptionally well 
but has lost some of its earlier 
vitality. 

Off-beige tones are gaining popu- 
larity. Bone is finding favor along 
with unusual patents featuring side 
openings. 

The demand for triple needles and 
the extremely narrow silhouette con- 
tinues unabated. 

Men’s shoe retailers 
tained demand for lighter footwear. 


SuS- 


report 
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A Surprise—The sales of sports 
and casual shoes priced from $8.95 
to $10.95 surprised the women’s shoe 
retailers. Women bought two-toned 
double needle flats with rounded flat 
heels (saddle and black combina- 
tions outsold green and brown and 
mint and green), 6-eyelet, pointed- 
toe, soft leather flats in and 
combined colors, opened-up patio 
wedge-heel shoes and walking shoes. 

Black velvet important in 
bootie and slipper styles and in some 
shops there was a demand for $6 
leopard and camel slippers 
with furry linings. 


solid 


was 


suede 


Slipper Preferences—One store 
reported reorders on all-fur (man- 
made fibers) slippers selling for 
$9.95 to $11.95. There was increas- 
ing demand for gold leather and gold 
brocade slippers with rhinestone or 
pearl trim, all with flat heels. Glove 
leather types with belting or padded 
soles, retailing from $8.95 to $12.95, 
were selling best in men’s slippers. 
Deerskin was gaining in popularity. 

Women’s dress shoes in pearlized 
leathers, in brocaded fabrics and 
bright-colored calfskin were begin- 
ning to sell well in price ranges from 
$7 to While there some 
demand in fashion salons for triple 
said con- 

double 


$25 was 


retailers 


the 


several 


prefer 


needles, 
sumers here 


needles. 


Promotions Began Early 

SAN FRANCISCO — San Fran- 
cisco merchants started their Christ- 
mas promotions early this year. Two 
of the leading department stores had 
Santa Claus make his appearance a 
full week before Thanksgiving. 

Black calf is still leading in sales, 
although customers are looking for 
the little extra decorative touches in 
buckles, bows and two-tone effects. 

Frank More is featuring a new 
French heel which is tall, very thin 
in the middle and flared out at the 
back and at the bottom to give a 
more solid footing. 

At the Emporium, the stacked heel 
is being emphasized in a variety of 
attractive, slender, lined pumps for 
all occasions. 


St. Louis Retailers See 
Good Slipper Business 


ST. LOUIS—A blizzardy snowfall 
too windy to shop in, too scanty to 
—-ended November 
shoe retailers on the 
same which keynoted it 
from the first day. A post-Thanks 
giving weekend rush sold a lot of 
shoes, helped November totals, but 
did not provide the anticipated cush 
ion to start December on a profitabl 
foot 


However, store owners and 


stormboots 
Louis 


sell 
for St. 
note 


sour 


man 
agers here are fairly cheerful ove 
the shaping up 


way December is 


Golden Demand—Best selling wo 
men’s slippers are either very dress) 
brocade or very utilitarian corduroy 
For teen girls, it’s the “more gold 
the better,” buyers report. Moccasin 
slippers with beaded vamp and fur 
trims lead for children, along with 
crepe-soled brown operas for young 
boys. Customers making multiple 
slipper buys are choosing patterns 
bearing the $1.99 tag where possible, 
as against the $2.99 and $3.99. One 
major department store is doing 
good volume on its $5 men’s slippers, 
primarily fleece-lined operas and flex 
ible deerskin types. 

Women's holiday pumps are sell 
ing only moderately well. Reported 
active luster flats 
gold kid skimmers, both for loung 
pumps with 
gardenia 


are jeweled and 


ing: white brocade 
rhinestone “necklaces”; 
calf and pastel luster pumps on mid 
heels ; 
red calf opened-up pumps for semi 
Early spring offerings 
bone pumps wit! 
well 


and ice blue, royal blue, and 


formal wear 
of patent and/or 
sides are received 
where shown. Best selling women's 
shoe everywhere in town is the black 
calf pump with integrated vamp de 
signing of pleating or draping and 
little or vamp decoration. Wo 
men’s departments far from 


busy. 


opened-up 


no 
are 


Want Double Needles Many 
teen girls buying plain black 
calf 23/8 pumps with double needle 
Teens continue to favor double 
needle sharpness on their black 
smooth skimmers, their camel-col- 
ored brushed booties, and their be 
loved “tennis shoes.” The latter in 
both brushed nylon and in white can 
vas are volume items. 


are 


toes. 
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Midwest Exhibitors See Need for Earlier Show Dates 


By EDWIN KNUDSEN 


CHICAGO Most exhibitors at 
the Midwest Shoe Travelers’ Assn. 
spring showing in the Palmer House 
in late November thought the show 
should be moved up a week or two. 
Makers of women’s shoes, especially, 
wanted time for 
more time for promotions. 

But advancing the dates of the 
Midwest show would require a simi- 
lar change in the dates of the Na- 
Shoe 
exhibitors 


more deliveries, 


Fair in Chicago, these 
noted. (The Shoe Fair 
is slated to move to the second week 
of October, but not till 1962. 


tional 


Business Is_ Brisk Although 
there was some dissatisfaction with 
show dates, business at the Novem- 
brisk 
and the atmosphere was one of op- 
timism. One his 
opening-day traffic was 40 per cent 


ber show was nevertheless 


exhibitor said 
ahead of a year ago. Almost all ex- 
hibitors reported modest to sharp 
increases in attendance. There was 
a wider geographical representa- 
tion, with buyers coming from 
Madison, Wis., La Porte, Ind., and 
similarly distant points. 

While fill-in buying lagged some- 
what, there was an upsurge in or- 
ders for spring styles. Mild weather 


Philadelphia January Show 
May Draw 75 Exhibitors 


PHILADELPHIA—Sponsors of 
the Philadelphia Spring and Summer 
Shoe Show, which will be held Jan. 
8-11 at the Adelphia Hotel, say al- 
most 75 exhibitors will take part. 
The show was organized a year ago 
to fill the gap left by the demise of 
the annual Mid-Atlantic Shoe Show. 

‘Buyers of this entire eastern 
area have been accustomed to coming 
to this market to look over the open- 
ing spring lines and place their com- 
mitments for spring and Easter,” a 
show spokesman pointed out. He 
said the show may attract more than 
1,000 buyers from southern New 
York State, New Jersey, eastern 
Pennsylvania, Maryland, Delaware, 
Virginia and the District of Colum- 
bia. 
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was blamed for the slackening de- 
mand for winter size-ups. For the 
brisk spring buying, one explana- 
tion was buyers’ awareness of the 
(April 2). February 
earliest time that 
could be made, and 
this left little time 
spring promotions. 


Easter 
the 


early 
was deliver- 


buyers 
for 


1ées 


feared 


Outlook 
felt that assured 

good spring shoe business. Said 
“A lot of retailers were blam- 
the Presidential Election for 
business uncertainties during the 
past months. It may be psychologi- 


Exhibitors 
orders 


Improves 


increased 


one: 
ing 


cal but buyers at this show seemed 
to have dropped this concern after 
Their attitude is more 
now.” 


the election. 
progressive 
women’s 


Stylewise, buyers of 


high-fashion lines heavily favored 


the triple needle toe. A major manu- 
facturer said triple needles ranked 
as a 3:1 favorite over double nee- 


dles. 


Patent and Bone—Big sellers in 


basics were black patent 
bone. But 
the luster 
One 


cent 


women’s 
good 
leathers in 


runners-up 
varied 
reported a 


and 
were 
colors. producer 
20 per 
these 
more to 


increase in sales of 
lines 1959. Trims ran 
integrated treatments in 
place of Another popular 
item was a walking shoe in soft 
calf with 15/8, 12/8 and flat heels. 
In fabrics, raw silk was No. 1. 
girls, buying was 
heavily toward luster 
leather pumps in olive green, bone, 
black and benedictine. The vamps 
were ornamented with jeweled pat- 
terns. 


over 


bows. 


teenage 
accented 


For 


Michigan Buyers Concentrate on Spring 


By JANET LOGIE 


GRAND RAPIDS, MICH. — The 
Michigan Shoe Travelers’ spring 
showing in this city’s Pantlind Ho- 
tel was basically just that. Ninety 
per of the buyers came for 
spring merchandise, and fill-ins 
were secondary. 

The show, following closely on 
the heels of the Detroit market, at- 
tracted only a small number of buy- 
ers from the Grand Rapids area, 
covering northwestern Michigan. 
Although buying was about as ex- 
pected, a few exhibitors complained 
that money was tight with buyers 
because of heavy boot inventories. 
Snow did not strike this section 
until the end of November, and 
until then boots weren’t selling. 


cent 


Easter-Conscious—But buying at 
the show was believed to have been 
spurred by retailers’ realization 
that, to insure normal Easter busi- 
ness, they had to order now. They 
knew they had to guard against 
material shortages and slow deliv- 
eries. 

Despite the fact that fall retail 
business has been slow here, the 
outlook was for a spring pickup 
and a normal selling season. 


Stylewise the big news here was 
the extreme needle toe. In women’s 
dress shoes, bone shades were out 
front, followed closely by patent 
and white. Heels of 18/8 and 23/8 
led, with little heels continuing to 
gain in popularity. Luster calf was 
bought in all colors. 


Casuals Advance— More and more 
casuals were shown, unlined, with 
soft leathers, thin soles and a riot 
of colors and trims. Bone and 
white were the top choices. In the 
flats category, white was preferred, 
followed by black calf and bone. 
Jeweled flats, never very popular 
in this area, were at last in de- 
mand. Straw and linen flats were 
hot. 

For teenagers the triple needle 
patent pump with jet heels (12/8) 
stole the show. Shown for the first 
time was a non-breakable 18/8 heel 
for girls. 

Slipons Popular—For men ané 
boys, slipons with elasticized top- 
lines were leaders. Black gained 80 
per cent of men’s and boys’ orders, 
followed by ripe olive, bone and 
maple—with some interest in an- 
tique brown. Heavy crepe soles 
were popular for boys. 
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Have We Been Relying on ‘Automatic Growth’? 


Mort Izen of Sears, Roebuck 
suggests that the industry, by 
counting for its growth on favor- 
able economic factors, has failed 


to seek out opportunity. 


NEW YORK—Has the shoe in- 
dustry curbed its own expansion by 
thinking of itself as “an automatic 
growth industry” blessed by rising 
population and increasing consumer 
incomes ? 

That was the question raised by 
Mort R. Izen, supervisor of shoe op- 
erations for Sears, Roebuck and Co., 
at the Popular Price Shoe Show’s in- 
dustry breakfast. Mr. Izen explored 
the age-old industry problem: how 
to get more shoes on more feet. He 
cited some oft-quoted statistical 
truths: that shoe sales have not kept 
pace with population growth, nor ex- 
penditures for shoes with total con- 
sumer spending. He noted too that 
shoe prices have stayed low, in re- 
lation to consumer incomes. 


Indices Are Favorable—“It would 
appear,” said Mr. Izen,” that our 
failure to grow in proportion to our 
opportunities has not been on ac- 
count of the lack of favorable eco- 
nomic indices usually studied—con- 
sumer purchasing power, total pop- 
ulation, and price levels. .. . Is it 
possible that problem comes 
from having relied too heavily on 
these favorable factors? 

Mr. Izen cautioned his audience 
of 500 leading retailers and manu- 
facturers that “there is no such 
thing as an automatic growth in- 
dustry or an automatic growth com- 
pany 
companies organized and operated to 
create and capitalize on growth op- 
portunities.” The shoe industry, 
said Mr. Izen, is one of these. 


What Is Needed? — How, 
we get more shoes 


our 


there are only industries and 


then, 
can more 
feet? 

“It takes marketing, 
planning, improved buyer-seller re- 
lationships, promotions, product de- 
velopment, merchandising ideas and 
a marketing strategy that aims at 
the importance of the consumer, 
his movements, his buying habits 


on 


creative 


58 


and his buying motivations.” 

Shoeman Izen discussed a num- 
ber of areas of shoe business where 
he saw room for improvement: 


® Too-Low Prices: “I 
many retailers and manufacturers 
selling shoes too cheaply—pushing 
up by cutting prices, some- 
times selling below cost. This is not 
creative marketing and certainly it 
is not the approach to profit.” 

® Lost Sales: Shoe departments 
fail to sell at least one of five cus- 
tomers lack the de- 


see too 


sales 


because they 





Izen Provides Audience 
With His ‘Secret Formula’ 

“THE fault, fellow merchants, is 
not in our economic indices but in 
ourselves,” said Mort R. Izen in 
concluding his talk at the PPSSA 
industry breakfast. “I want to give 
you a secret formula by which we 
are going to solve our problems.” 

Mr. Izen invited each of his 500 
listeners to open a small envelope 
which had been placed in front of 
him. 

Inside each envelope was the for- 
mula: “Y-O-U"—with the “O” in 
the form of a tiny mirror. 





sired size, width and color. Yet 80 
per cent of sales are made on not 
over 20 per cent of the styles car- 
ried and, according to Mr. Izen, “it 
is usually that hard core of 80 per 
cent that we are out of.” By making 
sure they are never out of stock on 
these basics, retailers can increase 
their total 
10 per cent. 

® Peak Inventories: More 
lost merchants 
peak their inventories in advance 
of selling seasons to bring mer- 
chandise their stores at the 
beginning of a season rather than 
at the apex of the cycle. When this 
is done, personnel can familiarize 
themselves with the merchandise 
and they have a chance to reorder 
before it is most in demand. 

© The Changing Population: A\)- 
though there is a new mix of popu- 
lation (for example, a big increase 


annual volume at least 


sales 


are because don't 


into 


in the number of people in the ser- 
vice industries), the industry isn't 
taking advantage of this. Said Mr. 
Izen, “We probably have the right 
shoes now, but we need to seek out 
these and let them know 
that these are the right shoes for 
them.” 

® Wasted Advertising and Dis- 
plays: Much retail advertising fails 
because it doesn’t tell the consumer 
what the product will do for him or 
her. 
interiors 
has shoes for sale, not 


people 


Similarly, many windows and 
only that the store 
what their 
significance may be for the shopper 


show 


Ideas are needed. 

© The Four Seasons: “The natu- 
like back-to- 
more 
Do 


Seasons 
and Easter 
manmade 


ral selling 


school sell shoes 
than 
overlook 
rally.’”’ 

© Product Development: 


“Shouldn't we know and understand 


any event not 


‘doing what comes natu- 


more about quality and build into 
our product the kinds of quality 
and consumer that will 
bring again 
again”? 
only kind of shoe business that you 
can afford to develop.” 

® Retailer - Manufacturer Links: 
interpret to 
more clearly than 
the the 
and desires of their customers. All 
too often the offer- 
ings are based upon his judgment 


benefits 
back 


The repeat business is the 


customers and 


“Retailers can manu- 


facturers, has 


been done in past, needs 


manufacturer's 


wants without 


with 


of consumer prior 


consultations retailers.” 

® Role of Fashion: While he 
termed “probably the 
most powerful motivating force in 


fashion as 


the sale and consumption of foot- 
Mr intro- 
duction of 


wear,” Izen said “mere 


an abundance of styles 


New- 


wants 


sell more shoes. 
fills the public's 
timed, is 


will not 
that 
and needs and is correctly 


ness 


fashion with a purpose.” 


Manufacturers and distributors 
of shoes in volume 
their major promotion and mer- 
chandising efforts to established 
fashions—that part of fashion that 
represents merchandise in current 


popular demand. 


should devote 
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Slippers Aren't Just 


For Christmas: LS. 


RETAILERS who think of slip- 
pers aS a seasonal gift item got 
different advice the other day 
from Independent Shoemen: For in- 
creased profits, promote slippers as 
a year-round fashion item. 

The organization devoted the 
latest issue of its “Organizational 
Know-How” slippers. 
Many shoe stores, the lesson said, 
losing their slipper trade to 
supermarkets and drug stores be- 
they’ve failed to recognize 
slippers’ potential as an integral 
part of the footwear wardrobe. 

Sold as a Need — “While most 
footwear merchandising has moved 
recently from a need to a desire ap- 


some 


series to 
are 


cause 


proach, slippers are still being sold 
seasonally as a gift or need item 
that has little to do with fashion,” 
said Frank T. Underhill, executive 
director of LS. “Although no ward- 
robe is complete without slippers, 
the idea of selling pairage 
through matching 
variety of wardrobes and functions 
largely mer- 
chants.” 

LS. opportunity for 
expansion in slipper sales from the 
present 70 million a year. In addi- 
tion the slipper 
promotion can serve as a natural 
leader for bringing new customers 
the and then selling 
them other types of footwear. 


extra 
slippers to a 
shoe 


has escaped 


saw sharp 


association said 


into store, 


Displays Emphasized LS.’ 
booklet month-to-month 
slipper buying and merchandising 


program, making use of newer ad- 


stressed a 


vertising and display techniques. It 
better 
space to slipper displays, particu- 


urged retailers to allocate 
larly along the lines of mobile dis- 
plays such as slipper carts or mov- 
able island counters. 

LS. also urged the use of shoe- 
and-slipper combinations as a 
means of boosting sales of both. 
These can often be sold at a single 
price during slow seasons, the or- 
ganization said, instead of resort- 
ing to markdown sales. 

I.S. noted that 85 per cent of all 
slippers are purchased by women. 
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Color: The Way to Extra Sales 


At the PPSSA_ breakfast, mer- 
chants were urged: Tempt your 
customer to buy an extra color 
after she has been supplied with 
a black or bone shoe. 


NEW YORK—Color as im- 
petus to extra sales was featured 
at the Popular Price Shoe Show’s 
breakfast presentation of women’s 
styles for post-Easter-into-summer 
selling. 

Discussing fash- 
ions for the new PPSSA 
fashion director Doris Weston cited 
five main color families for post- 
Easter These wild, 
bright fresh 
new neutrals, naturals and off-basic 
shades. 

Volume 


an 


ready-to-wear 


season, 


business. were 


tones, clear colors, 


Miss 


clear 


Weston 


accents 


selling, 

will be in the 
of yellow, orange, petunia, 
bright pink, lavender and 
Number one color will be pink. In 
the group, beiges 
will have more color. Rust is com- 
ing into the picture, continuing as 
important. Fur prints will con- 
tinue for item promotions. These 
color groups fit in with specific ap- 
parel themes. 


said, 
jade, 


blue. 


beige-to-brown 


Promotion Apparel Distinct 
promotion groups in ready-to-wear 
are the wide, bright coats, bowling 
fashions, stretch material 
bathing and knits. 
Culottes for town and country wear 
will be a new theme. 

For young junior 
there is the Spanish look in fringed 
capelets and tiered flamenco skirts. 
Other at-home 
like rompers, with 
and Oriental influences. 

Important fashion Miss 
Weston pointed out, are asymmetric 


new 


suits cover-up 


promotion 


themes are baby- 


tunics trousers 
trends, 


lines, bias cuts, ensemble costumes 


look. 


Color in Shoes—In shoes, color is 
also a powerful selling factor, ac- 
cording to Helen Joseph. Color 
and the use of color are both im- 
portant. This year colors are con- 
trast, clash, harmonize or blend. 
Specific color promotions can put 
excitement into store windows, 


and the sleeveless 


Mrs. Joseph noted, and tempt your 
customer to buy an extra 
after she is provided with a black 
or bone shoe. 
Important 
pinky reds 
greens. Flag 
moted in clearer, pinker reds and 
lighter than the traditional 
tones. A group of candy colors can 
form a promotion idea—deep pink, 
and light blue. In a 
group of bright sun tones, yellow, 


color 


included 
clearer 


colors 
lighter, 
can be 


shoe 
and 
colors pro- 


blues 


lilac, coral 
oranges and red were featured. The 
teenage market can 
counted on to be receptive to new 
daring combinations, according to 
Mrs. Joseph. 


Varied Uses for White 
with color, new neutrals 
white, white with lilac and 
or composé blendings of brights or 
brights with neutrals were stressed, 
pointing to the importance of white 
as the color of a summer 
shoe, as a trim, or in combination 
with a group of colors. 

Other important style trends 
noted by Mrs. Joseph included such 
quality touches as rolled toplines, 
soft leathers, small 
and fine detailing. 
part of the custom 
liked. 

“Wide-open spaces,” especially in 
Italian-type sandals, another 
promotional idea to be shown for 
both street and casual wear. Color 
plays important part in this 
group. An incoming trend to watch 
is the very dark brown sandal! for 


always’ be 


White 
with 
blues, 


basic 


ornamentation 
These all 
look so much 


are 


are 


an 


new look with sun-tanned legs. 


Extra Pairage — Vacation ward- 
robes provide another opportunity 
to sell extra pairs, Mrs. Joseph 
said. Women are very ready to buy 
extra shoes when they are getting 
ready for a holiday. The conserva- 
tive woman can be tempted to buy 
a casual shoe in a new color. For 
dress wear she can be persuaded 
to venture into an open-back shoe 
with a luster and a 
non-basic There high- 
heel thongs and bright colors in 
active sports shoes for the younger 
customer. 


closed toe in 


color. are 





Retail Merchandising 





Denver Award Winner Advises: 


Buy Early, Reorder After Testing 


DENVER — High-quality adver- 
tising . . . windows to tie in with 
the ads ... and early buying to try 
out new styles, trends, colors and 
materials. These were some of the 
factors that helped Paul Mont- 
gomery, merchandiser and buyer 
for all shoe departments in Joslin’s 
stores, win the annual “Shoe Re- 
tailer of the Year” award at the 
close of the spring market here. 

The award is made by the Moun- 
tain States Shoe Travelers Assn. to 
the retailer who is voted best in the 
following categories: window dis- 
plays, quality of advertising, pro- 
gressiveness in the industry, cour- 
tesy to traveling men, general 
merchandising habits and coopera- 
tion with the association’s policies 
in helping to create 
chandising. 


How He Does It — “Even with 
promotional] items, it doesn’t pay to 
slop them in your advertising,” Mr. 
Montgomery says. “Suppose you 
have an $8.95 shoe; treat it like a 
$35 shoe with lots of white space 
and dignity. For a department 
store, I think we’re unusual in that 
we have shoes in the windows three 
weeks out of four, tying in our ads 
with our windows.” 

“As to merchandising,” explains 
Mr. Montgomery, “the theory that 
we practice successfully is that we 
buy early and then go back after 
our tests and buy heavily. In this 
manner a retailer can avoid an 
overstocked inventory at the close 
of a particular season. If a shoe- 
man will remember to cover his 
needs lightly, pick up the count 
daily and then reorder where 
needed, he’s in for a successful 
year.” 


better mer- 


“Respect the Traveler’’ — Mr. 
Montgomery buys for Joslin’s 
downtown Denver store, four metro- 
politan branches and a store in 
Boulder. With six operations, he 
says, a retailer can’t buy from all 
the traveling men. But he can 
listen to them and treat them with 
respect. 

“It’s a two-way street with your 


Paul Montgomery (right), displays his "Shoe 
Retailer of the Year” plaque. He also re- 
ceived a small award to keep permanently. 
With him is Danny Kole, president of the 
Mountain States Shoe Travelers Assn. 


traveling men, and we must 
serious consideration to all lines,” 
he advises. “Just remember 
wouldn’t be in business if it weren't 
for them.” 

J. Preston Ashur, Jr., Durango, 
Colo., was the retailer award win- 
ner last year. 


give 


we 


NSRA Men’s Unit to Meet 
NEW YORK—The National Shoe 
tetailers Assn.’s Men’s Shoe Style 
Committee will evaluate the fashion 
picture in men’s footwear for fall 
and winter 1961 at a meeting Jan. 
12 in the Plaza Hotel here. Presid- 
ing chairman will be George B. Hess, 
Hess Shoes, Baltimore. Other chair- 
men are: men’s shoes, E. H. 
Schumacher, Freeman Shoe Corp., 
3eloit, Wis., and young men’s and 
teenage footwear, M. Robert Shaffer, 
International Shoe Co., St. Louis. 


Buffalo Officers Retained 


BUFFALO, N. Y.—The Greater 
Buffalo Shoe Retailers Assn. has re- 
elected its officers for the coming 
year. They are Adolph Jasinski, 
president; Lee Seidel, vice-presi- 
dent; John Mueller, secretary, and 
Benjamin Etkin, treasurer. 


NRMA 50th Anniversary 
Convention Opens Jan. 8 


NEW YORK — More than 5,000 
retail executives are expected to at- 
tend the 50th anniversary conven- 
tion of the National Retail Mer- 
chants Assn. Jan 8-12 at the Hotel 
Statler Hilton, here. Theme of the 
meeting “Retailing Serves 
America.” 

W. Maxey 
Genesco, Inc., will address a major 
social event of the the 
“Curtain-Raising Luncheon” of the 
Assn. of Buying Offices, Jan. 9. He 
will speak on “Creating Vitality in 


will be 


Jarman, chairman of 


convention, 


Business Management.” 

The NRMA 
Medal, considered the 
try’s highest honor, to Stanley Mar- 
cus, president of Neiman-Marcus, 
Dallas and Houston department 
store firm. The presentation will be 
of the ban- 


12. 


will award its Gold 


retail indus 


a feature anniversary 


quet Jan 


Ohio Merchants’ Council 


Honors 12 Shoe Firms 
COLUMBUS, 0. — Twelve Ohio 
retailers were honored with 
scrolls from the Ohio State Coun- 
cil of Retail Merchants. George B. 
Hammond, council executive direc- 
tor, said each firm has been a mem- 
ber of the state council for 25 years 


shoe 


or longer. 

Personal presentations were made 
to Amster Shoe Co., Inc., Wooster: 
Crawford Shoe Co., Lima; Holland 
Mt. Gilead; Kertscher’s, Inc., 
Ravenna, and Louis Ostrov Shoe 
Co., Akron. 

Announcement made 
scrolls were being sent to 
Shoe Co., Akron; Austin P. Her- 
mann & Son, Chillicothe; Irwin 
Shoe Co., Cincinnati; Staley & 
Glenn, Columbiana; Hageman Shoe 
Co., Lorain; Bunn Shoes, Inc., 
Salem, and Lustig’s, Youngstown. 


“o., 


that 
Nobil 


was 


© The GallenKamp chain will 
build a large new store in Seattle’s 
Aurora Village Shopping Center, 
President James C. Cairns an- 
nounced. He said the unit will be 
“the most complete family shoe 
store in the Pacific Northwest and 
one of the finest in our 47-year his- 
tory.” The chain has 200 stores in 
seven western states. 
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e Retail Openings 


Redwood & Ross, a men’s clothing 
firm with seven stores adjacent to 
tig Ten college campuses, has 
opened its first away-from-the- 
campus unit, in Battle Creek, Mich. 
Don J. Butler manages the 2,400- 
sq.-ft. unit, which handles men’s 
shoes as well as other apparel. 

. 7 - 
Shoe Club, a 
North Providence, R. L., 
features women’s the 
$8-and-under range and children’s 
lines at $3.95-$9.95. The 
owned by Carl Susman 


mother, Mrs. Vera Susman. 
. * - 


The 


store in 


family 


, 


new 
footwear in 


store is 


and his 


Children’s Shoe Haven, a family 
store in Hamden, Conn., specializes 
in children’s corrective shoes. It’s 
operated by Charles H. Cohan, for- 
merly with the Eli Moore chain out 
of New Haven, Conn., for nine 
years as a district manager of shoe 
departments. 

. . o 

The Shoe Tree, a family store in 
Shopping Center, Ayer, 
Mass., is operated by Frank 
Schwartz, who spent many years in 
the leather business. 

= om * 

Jay Dee Shoes, a family-type 
store in the Purity Shopping Plaza, 
Chelmsford, Mass., is designed pri- 
marily to appeal to children. Owner 
Philip Goldman features murals 
depicting characters from Mother 
Goose rhymes. William Hildreth is 
store manager. 

a7 oa o 


Devens 


Teddy's Shoes, a new store in 
Watertown, Mass., is operated by 
Teddy Adelson, who also has a fam- 
ily store in Cambridge, Mass., at 
548 Massachusetts Ave. 

a * 7 

Pic and Pay, self-service chain, 
has opened a 4,500-sq.-ft. unit in 
Spartanburg, S. C. More than 
20,000 pairs were on display for the 
formal opening. The company has 
12 stores in the Carolinas and 
Georgia, according to President Al- 
vin E, Levine. 

- . + 

J & J Shoes continued its expan- 
sion in the Atlanta area with the 
opening of its ninth ldcal store, in 
the new Clayton Plaza Shopping 
Center. Practically all the stores 
are in centers skirting the metro- 
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politan area. B. G. Richey manages 
the new unit. 
* oe a. 

Pay-Less Self-Service Shoe Store, 
which opened last July in Shreve- 
port, La., has added a store in near- 
by Bossier City following the suc- 
cess of the original unit. More than 
5,000 pairs will be displayed regu- 
larly in the new store. 

7 2 + 

Hill Bros., St. Louis-based self- 
service chain, has opened a super- 
market-type shoe and clothing store 
in Little Rock, Ark. In a 9,000-sq.- 
ft. building, about 10,000 pairs of 
shoes are on display. Store hours 
are 9 to 9, six days a week. James 
Halsne, who formerly managed a 
Hill Bros. unit in Chattanooga, 
Tenn., is manager of the new mart. 

* > = 

Sears, Roebuck and Co. has closed 
its downtown Toledo, O., store and 
reopened in a multi-million-dollar 
new building at 3408 W. Central 
Ave., in an outlying area across the 
road from the thriving Westgate 
Shopping Center. The new 
000-sq. ft. store features a full de- 
partment store line, including foot- 
wear for the family. Sears also has 
a unit in the Great Eastern Shop- 
ping Center in East Toledo. 

. * - 


999 
oO, 


National Self Service Shoes of 
Topeka, Kan., converted a former 
Safeway supermarket in Lincoln, 
Neb., into a family shoe store with 
7,000 sq.-ft. of selling space. Some 
15,000 pairs are in stock. President 
S. Lee Pozez, in Lincoln for the 
opening, said the new store is his 
company’s 37th in the Midwest. 
Four are in Omaha, Neb. 

e * * 

Murray’s Family Shoe _ Store, 
Colorado Springs, Colo., is oper- 
ated by Clarence A. Murray, who 
has been in the shoe business in 
that city since 1938. Mr. Murray 
formerly operated a retail store un- 
til 1957, when he leased the shoe 
department in the Fairway Store 
downtown. 

* + * 

Locke’s newest store in Black- 
well, Okla., features shoes for the 
family as well as men’s and boys’ 
wear and ladies’ sports apparel. 
Owner Joe M. Locke operates on a 
“pay cash and pay less” policy. 


What's New 
Heel Spur, Button Top 


Kick-off spur (shown enlarged) on knee-high 
molded neoprene boots by Tingley Rubber 
Corp., Rahway, N.J., permits wearer to remove 
the boots without soiling his hands. Single- 
button closure is also designed to simplify 
putting the boots on or off. Sizes 6!/2-13. 





Peau de Soie-Like Fabric 
A DYEABLE shoe fabric with the 
appearance of peau de soie has been 
introduced by Majestic Fabrics, Inc., 
Boston, under the name Galaxy. 
According to the company, the high- 
count satin back prevents seepage of 
cements to the face of the fabric. 
The close-woven face is said to as- 
sure a uniform dispersion of dye. 
Galaxy is available in white only. 





Jute for the Deck 


Anti-slip molded outsole, consisting of an 
insert of heavy-duty, neoprene-impregnated 
jute bordered with white rubber, is a key 
feature of men's Ropeez deck shoe by Tyer 
Rubber Co., Andover, Mass. Upper is heavy 
duck decorated with glossy white foxing with 
blue band. The shoe has non-curling counter, 
full-length cushion insole and arch piece for 
support. Available in whole and half sizes 
from 6 to 13. 





e About Shoe People 


RECOVERING: After a _ three- 
week hospital stay, Harry Bennig- 
son, vice-president of Hamilton 
Shoe Co., St. Louis, recently was 
reported on the way to recovery. 
Iliness forced Mr. Bennigson to 
leave the National Shoe Fair before 
its conclusion. 

. se . 

LINGUISTIC SALESMAN: E. 
Patrick Meyers, sales manager of 
National Transparent Plastics Co., 
boot makers, speaks three lan- 
plus, of course, English): 
Yiddish, Italian and German. The 
versatile Mr. Meyers, who grew up 
in an orphanage, spent seven years 
on the stage in Kansas City, Mo., 
before turning to selling. He ap- 
peared with Wallace Beery and 
Jeanne Eagels. He has per- 
fume, cosmetics and plastic combs 
as well as footwear. In his spare 
time he works with the Catholic 
Big Brothers of Brooklyn. 

7 « o 

WEDDING BELLS: When Felix 
J. Permanente, manager of a Kin- 
unit in Manchester, N. H., was 
married to Miss Pauline C. Ouel- 
lette in a double ring ceremony in 
Manchester last month, it 
linking of the retail and manufac- 
turing phases of the industry. The 
bride is employed by the Evange- 
line Shoe Corp. 

a. . > 

BANK DIRECTOR: W. 

Jarman, 
chairman 


guages 


sold 


ney 


was a 


Maxey 
board 
of 

Inc., 
head- 
manu- 


Genesco, 
Nashville 
quartered 
facturer and re- 
tailer of shoes and 
apparel, has been 
elected a director 
of the Federal Re- 
serve Bank of At- 
lanta. He will 
W. MAXEY JARMAN cerve three 
starting Jan. 1. 
~ * . 
MILESTONES: Ken Hanson, 
proprietor of Hanson’s Shoe Store 
in Viroqua., Wis., is celebrating 25 
years in business... . Paul Stewart 
was presented with engraved 
silver pitcher on the completion of 
35 years’ service with the Baker’s 
chain in Birmingham, Ala. 


years 


an 
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EUROPEAN JOURNEY: 
Leslie, advertising director for 
Wellco-Ro-Search, Waynesville, 
N. C., left for Europe Nov. 20 to 
visit several of the company’s af- 
filiated firms in England 
France. Mr. Leslie acts as promo- 
tional consultant for the firm’s 72 
affiliated factories the 
world. 


Leo 


and 


around 


Only 19 but olready the head of an interno- 
tional shoemaking business, confident Fiamma 
Ferragamo displays one of her firm's shoes 
in London. She has token over the business 
built up by her father, Salvatore Ferragamo, 
shoemaker for queens, film stors and the 
world's elite. He died lost August. 


MANAGERS: 


was 


Harold 
from as- 


STORE 
Crawford 
sistant manager to manager of 
Raff’s Shoe Store, Yakima, Wash.., 
succeeding Edward R. Wells, who 
moved to Spokane. ... Don Ahern 
is manager of Schiff’s new unit in 
the Southtown Shopping Center in 
the Minneapolis suburb of 


promoted 


Bloom- 
ington, Minn. He is a 25-year vet 
eran of the company... . Julius L. 
Clevenson has been appointed man 
ager of the Suburban Shoe Store, 
Belmont, Mass. For 11 
headed the in-stock department at 
Inc 


*. . . 

MORE MANAGERS: Ralph J. 
Mangum, Jr., has been named man- 
ager of Belchers, Inc., Winston- 
Salem, N. C., family shoe store .. . 
Dennis McGuire manages the shee 
department in the new Maxine wo- 
men’s specialty shop in West War- 


years he 


Laconia Shoe Co., 


wick, R. I... . Paul E. Adamson, 
manager of a Miller-Jones unit in 
Newport, Ky., for five years, has 
returned to Columbus, O., to man- 
age the company’s the 
Town and Country Shopping Cen- 
ter. He ran Miller-Jones stores in 
the latter city from 1952 to 1955 
a. . = 

TRAVELER BRANCHES 

H. L. Fitzpatrick, 


sales representative 


store in 


OUT: 
southwestern 
for 
Shriner and Urner, has purchased 
He 


un- 


French, 


Fielding’s shoe store in Dallas 
will remodel it and operate it 
der the name Fitzpatrick’s French, 
Shoes. Ray Coahran 
manager while 


will 
Mr 
Fitzpatrick goes right on traveling 


Shriner 
continue as 


TRANSACTIONS: Mr. and Mrs. 
Amelio Masinelli, who operate shoe 
stores in East St. Louis and Living 
Il., Ben's Shoe 
Store in They'll 
call it Green's Shoe Store me Fs 
Whitten has purchased the West 
Okla.) Shoe Store from W. L. 
Casey. The new owner's son-in-law 
and daughter, Mr. and Mrs. W. R. 
Horn, are in charge 

- . . 

MORE TRANSACTIONS: Hart- 
well Randolph has Ran 
dolph Shoe Store, Adrian, Mich., to 
William Cox, effective Jan. 1, and 
announced plans to retire Ralph 
Watkins, Mobile, Ala., retailer 
operator of a southern chain, has 
bought Bowen Shoes, 
Fla., for $250,000. It has 
the 17th Ralph’s Shoe Store 
Ronnie Lingan has leased the wo- 
men’s shoe department in the nev 
Hub Clothing Store in the 
Shopping Amarillo, 
and will serve as manager 


have bought 
Bloomington, Ill 


ston, 


ville 


sold the 


and 


Pensacola, 


bec ome 


Sunset 
Center, Tex 


* - 7 
HERE AND THERE: 
stein, Colonial 
Co., Atlanta, is 


Leon Pol- 
president of Shoe 
the president 
of the Atlanta Manufacturers and 
Distributors Assn. Milton 
Frank, president of Woh! Shoe Co 
St. Louis, 


new 


has been named chair 
man of the industry gifts division 
of the 1961 City-County New March 
of Dimes drive in his home 

Twenty-year employees 
Levi, Dorothy C. DeStefano 
Robert L. Hennis among 
persons receiving awards 
from Shoe Corp. of America at a 


Columbus, O., dinner. 


area 
Fred 

and 
were 38 


sery ice 
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St. Louis Plants Note 
Hand-to-Mouth Buying 


ST. LOUIS—Hold-back ordering, 
particularly by independent dealers, 
has plagued spring-production sched- 
uling by St. manufacturers 
for the past several months. How- 
ever, the last two weeks have seen 
marked improvement in the produc- 
ers’ status quo. 

Forecasting that early Easter and 
hold-back buying might work to- 
gether to make delivery snarls, some 
producers here have been outspoken 
with their smaller bread-and-butter 
accounts, saying bluntly that orders 
for spring received late cannot pos- 
sibly go through the lines in time 
for pre-Easter delivery. 


Louis 


Large Orders Are In 


counts 


Larger ac- 
producers, say, are leaning 
vote which a 
fall at given them; 
orders 


of confidence 
retail 
are in 


on the 
fair 
their 

F ill-ins 


has 
and in process. 


and reorders have been 
strong to date, juvenile firms say. 
Women's report a ragged 
reorder pace, due to the slow No- 


vember in women’s retail shoe activ- 


houses 


ity. Spring business is proving dis- 
appointing to some women’s makers, 
their pattern 
offerings. Spring and summer is not 
“settled” yet, they Advance 
spring orders on 


especially on dressy 
Say. 


men’s shoes are 
equaling or bettering last vear’s to- 
tals 


be slow 


Men’s fill-in business is said to 


except on a few patterns. 
Dressy casual slipons are named as 


running in good volume 


Stop Worrying!—One local arm 
chair economist says that shoe man- 
ufacturers could be fretting unnec- 
essarily over the shoe retail pattern 
of hand-to-mouth merchandising. 

“Shoe buyers are simply following 
along with the new national pattern 
of low the 
“The same story is going 
the channels 
industries, not only shoes. 
the 
Shoe people look on the low 
inventory pattern as something 
unique that will correct itself, but it 
has entered our economy firmly. Shoe 
producers could cut tension by ad- 
justing to the pattern.” 


inventories,” economist 
observed 
through conventional 
of many 
Low become 


inventories have 


rule. 
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PPSSA Provides Order Backlogs 


BOSTON — Chief beneficiaries 
among New England shoe manufac- 
turers at the Popular Price Shoe 
Show were those firms specializing 
in unbranded lines of women’s novel- 
ties. While nothing developed which 
could be called a tidal wave of buy- 
ing, manufacturers were encouraged 
since it has been this segment of the 
industry which has been slowest to 
date. 

Orders booked were mostly of the 
fill-in variety although there 
some late forward buying with de- 
livery dates up to Feb. 15 for the 
pre-Easter period. Some promotional 
items also were bought. 

Chain store buyers played their 


was 


New York Plants Promote 
To Insure Spring Gains 
BINGHAMTON — Upstate New 
York manufacturers are pushing 
sales and promotional activities on a 
scale which seems to assure at least 
moderate gains 
They are winding up a 
year which most companies concede 
fell somewhat short of being one of 
the “soaring sixties” predicted, but 
which will turn out to be one of the 
best for sales volume if not profits. 
written at the regional 
shoe shows are said to have varied 
considerably from city to city, but, 


over last spring’s 


business. 


Orders 


on the whole, reflected cautious buy- 
ing. This was in the face of reported 
reductions in 
some 
positions. 


retail inventories and 
improvement in open-to-buy 

One manufacturer, whose spring 
line did not 
other producers, said that orders to 


open as early as did 


date are ahead of a year ago. 

New York manufacturers stand to 
benefit from any increase in the na- 
tional minimum wage, according to 
who the 
will be re- 


some executives 
gap with other 
duced. 


say wage 


states 


However, other shoemen call at- 
tention to the past tendency of the 
general wage level to rise following 
the minimum wage, as 
higher paid workers demand com- 
mensurate increases. 


boosts in 


part by finalizing orders placed many 
weeks ago and several, manufactur- 
ers reported, said they had markedly 
reduced their inventories had 
budgeted for a spring sales increase 
of about 5 per cent in units. 

The net result of this activity has 
been to give many manufacturers 
slightly more comfortable backlogs 
than they have had for some time. 

Manufacturers of women’s casuals 


and 


catering to volume buyers have not 
shared to any great extent in this 
Flatties, particu- 
larly in the juvenile size runs, are 
not in as much demand as had been 
expected, probably manufacturers 
shoe 
fad now evident in most parts of the 
country. 


increase in orders. 


reason, because of the canvas 


Conditions in the men’s end of the 
industry here in the Northeast re- 
Manufacturers of the 
better grades report orders on hand 


main spotty. 


comparable with those of last year 
the accent strongly on slipon 
types. Although there has been bet- 
ter buying of the lower grades re- 
cently, volume is not satisfactory 
and factories for the most part con- 
tinue to operate on a hand-to-mouth 


with 


basis. 


Production Down in L. A. 


LOS ANGELES—Business in gen- 
teorders and cutting 
are proceeding at a snail’s pace in 
many plants; others have enough 
work to keep busy but not to make 
a profit. 

Meanwhile, some of the makers of 
off-beat lines are doing well. 
Kraus Originals, a gloveleather fold- 
able shoe, is running at capacity and 
behind in deliveries. It’s neither a 
slipper nor a dress shoe but is often 
worn for either purpose and is going 
big with holiday orders. 


eral isn’t good. 


very 


Another exception is the workshoe 
market. Sales and reorders are just 
about equal to last year at this time. 
There is also a strong demand for 
the better and best grades. Buyers 
are trading up and seem willing to 
pay a dollar or two more for higher 
quality. 
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600-Million-Pair Finish for 1960? 


EVEN if November-December 
shoe production tops last year’s rec- 
ord level of 95 million pairs for the 
two months, total 1960 output will 
barely surpass 600 million pairs. 

The Census Bureau this month re- 
vised its estimate of October produc- 
tion downward slightly to 47.5 mil- 
This is 11 per cent be- 
low the 53.2 million pairs manufac- 
tured in October 1959. 

As a result, shoe output totaled 
510.1 million pairs for the first 10 
months of this year. And that’s 6 per 
cent below the comparable 1959 fig- 
ure of 542.9 million pairs. Only in 
two months of this year, March and 
August, has production 
1959 levels. 


lion pairs. 


exceeded 


Almost without a doubt, 1960 pro- 
duction will fall far short of early 
predictions. A year ago industry 
experts’ guesses ranged as high as 
630 million pairs. Today a final fig- 
ure close to 600 million appears 


likely. 


In issuing its count of October 
1960 output, the Census Bureau re- 
vealed that men’s and play 
shoe production for the month to- 
taled 6.3 million pairs compared with 
6.6 million pairs in October ‘59. 
Women’s dress and work shoe pro- 
duction was 14.5 million pairs com- 
pared with 15.4 million. 


dress 


Shoe and Slipper 
Months 


(in millions of pairs) 


Production, by 


1960 
January 53.1 
February 53.4 
March 58.i 
April ... . el 
May ; ; 18.6 
June 
July 
August 5 
September . 54.3 
October 2 


542.9 


TOTAL 


Source: U. S. Census Bureau reports. 


St. Louis May Get Apparel Research Institute 


ST. LOUIS — First steps have 
been taken here to set up a costume 
research institute similar to those 
in several other large cities. Insti- 
tutes of this type are widely drawn 
on by shoe and apparel designers in 
their search for style adaptations. 
St. Louis has never had an insti- 
tute. 

A specia] “Gallery of Fashion” 
display was opened to the public 
as the start of a project to further 
the work of the new fashion wing 
of the Missouri Historical Society 
here. 


ISCO Designs—A collection of 36 
shoe designs by International Shoe 
Co. designers played an important 
part in the exhibition. Created by 
Betty Mason, James O’Fallon and 
Barbara Tunze, all of International, 
the new designs were displayed ad- 
jacent to old shoes from the mu- 
seum’s collection. In each case the 
new designs were derived in form 
or spirit from the antique pairs. 

Included in the fashion footwear 


64 


projections from the museum’s col- 
lection were an off-white satin 
pump with a seed-pearl encrusted 
rosette at the toe tip, adapted from 
an antique white satin sidelaced 
ankle boot with rosette on its round 
toe. 

The sidelacing on the old boot in- 
spired also a new lavender suede 
square-throated pump laced with 
amethyst stripping, and a gray 
suede pump laced on both sides 
with narrow gray velvet ribbon. 


Bronze Beading—ISCO’s designer 
collection featured a bronze kid- 
skin high-heel bareback with 
heavily beaded gore straps at the 
instep, its bronze beading remi- 
niscent of a beaded pump from the 
museum’s antique shoes. 

Another museum piece, a six-eye- 
let high-rising tie of gold kid with 
thick shaped heel, inspired an In- 
ternational design for a gold kid 
pump with a slim high tongue, 
touched with black satin in a bow 
and on the heels. 


Tops in Suggestion Plans 


For the third time, a plaque for the highest 
suggestion system participation in industry 
is presented to United Shoe Machinery Corp 
Boston. Aword is accepted by Nelson 8 
Cutler, Jr. (left), head of United's sugges 
tion department, from Gordon E. Washburn 
president of National Assn. of Suggestion 
Systems, of NASS convention. At USMC 
about 15 per cent of the ideas ore used. 





Dorson-Fleisher Plans 
New Plant in Manchester 
MANCHESTER, N. H 
Fleisher, Inc., plans to erect “one of 
the 


the country” on a seven-acre site in 


Dorson 


most modern shoe factories in 
Manchester, according to President 
Ben Dorson 
month. 

The firm, 
ago, employs about 
the manufacture of high-style wo- 
men’s novelty shoes. In the 
plant the company intends to in- 
crease production by 75 per cent and 
add 100 workers. 


Ground was broken last 


organized three years 


350 


persons in 


new 


The one-story factory will be 500 
ft. long, 110 ft. wide. There will be 
about 56,000 sq. ft. of production 
space, exclusive of offices, shipping- 
receiving docks, cement and 
personnel facilities 


room 


® Allied-Saco Footwear Corp.'s 
“Wing Dings,” brushed nylon suede 
casuals for women, misses and chil- 
dren, have become the first foot- 
wear ever to be awarded the “certi- 
fied washable” seal of the American 
Institute of Laundering. The In- 
stitute is the national research and 
development center of the textile- 
laundry industry. 
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3,500 Brockton Workers 
Get New 2-Year Contract 

BROCKTON, MASS. 
fringe benefits and an extra holiday 
with pay are included in a new two- 
year contract signed by the Asso- 
ciated Shoe Industries and the 
Brotherhood of Shoe and Allied 
Craftsmen. 


Increased 


The benefits, consisting of in- 
cate- 
April 
approxi- 


3,500 workers employed by 


insurance 
effective next 
contract 


creases in several 


yories, become 
l The 


mateiy 


covers 


10 shoe manufacturing companies in 
The agree- 
ment, while not providing for a wage 


Brockton and vicinity. 
increase, provides that either party 
for a 


1962 


may @SK Wage reopening on 


Award to Town & Country 
ST. LOUIS 


Shoes, 


Town & 


awarded a 


Country 
silver 
Directors’ Club of 
a four-color magazine 
“Young Woman 
The ad 
Ladies’ 


Inc., was 
medal by the Art 
St. Lo 
ad featuring a 
Who 
peared in 


iis for 


Lives in a Shoe.” ap- 


Vogue, Home 


Journal and Seventeen magazines. It 


what's the price of 
customers these days? 


the cost of a new 
The time, effort, ex- 
pense of luring him into your store. 
Transient shoppers, with no loyalty 
for retailer, make the 
average cost out of proportion to 
the sale 


Ever consider 


customer? 


any one 


Repeat customers lower the 
and 
The aston- 
Foot-So- 
Port sales is based on “re- 
peat” business. We like these 


average cost mean 
greater profits 


ishing increase in 


customers. You will too... 


for years. 


FOOT-s°-PORT 


was prepared by the D’Arcy Adver- 
tising Co., St. Louis. 


Wolverine Adds to Nevada 
Warehouse Opened in °59 


ROCKFORD, MICH.—Eighteen 
months after opening a warehouse 
in Sparks, Nev., Wolverine Shoe and 
Tanning Corp. announced plans to 
add a mezzanine floor which will in- 
crease the structure’s capacity by 50 
cent. A. K. Krause, president, 
said work would start Dec. 19. 

The $15,000 project will, in effect, 
make a two-story building out of the 
present 20-ft.-high shell. Operations 
for four 
16, while the remodeling 
is underway. During this 
stock for spring shipments will con 
tinue to be shipped from Rockford 
and stockpiled in Sparks. 

This is the fourth expansion 
nounced by Wolverine 
The company is adding to 


per 


will be suspended weeks, 
until Jan. 


period, 


an- 
since mid- 
summer 
its manufacturing facilities for the 
Hush Puppies line at Ithaca and Big 
Mich. In Rockford a 


basement addition to 


two 


Rapids, 
story and 
company warehouse is expected to be 


finished early next month 


Brown Shoe 2-Year Pact 
Provides for 8¢ Increase 

ST. LOUIS 
contract between 


Ratification of a 
Shoe 


been com- 


new Brown 
Co. and two unions has 
pleted. The contract, 

ratified by representatives of 27 
locals, is now in effect, retroactive 
to Nov. 1, 1960, and extending 
through Oct. 31, 1962. 

The two-year pact involves 12 
locals of the United Shoe Workers 
of America and 15 locals of the 
Boot and Shoe Workers’ Union. The 
agreement for a 
hour increase effective Jan. 1, 
with a further increase of 3¢ pe! 
hour effective Jan. 1, 1962. 
the contract 


insurance 


previously 


5¢-per 


1961, 


provides 


In addition liber- 
health 
hospital 
from $8 to 
benefits 


alizes benefits 


Daily room allowance is 
increased $12. Special 


hospital service are 
stepped up from $140 to $240 per 
Under the plan the em- 


must 


admission. 
ployees or their dependents 
pay the first $25 for each hospital 
admission. 

covered by the contract 
Missouri, Illinois, 
Tennessee, Arkansas and Indiana. 


Locals 


are in outstate 





$012 
TAN LUXOR CALF 


Munebeck 
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Your Customers 
Buy Good Shoes 


THEY DESERVE A QUALITY DRESSING 


MELTONIAN 


AGENTS 


SALOMON & PHILLIPS 


“The only shoe of its kind in America” 660. 4th Ave New York 16, N. Y. 


FOOT-SO-PORT SHOE CO. Oconomowoc, Wis. 
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U. S. Export Potential (Continued) 


THE U. S. government is continu- 
ing its series of reports on footwear 
market potentials around the world. 
Additional reports have been made 
public by J. G. Schnitzer, director of 
the Leather, Shoes and Allied Prod- 
ucts division of the Commerce De- 
partment. Earlier reports in the 
series have appeared in recent issues 
of BooT AND SHOE RECORDER. 


Holland: Strong Competition 

U. S. SHOE manufacturers may 
find a market in the Netherlands, 
but they'll meet sharp competition 
frora Italy, Japan and Hong Kong. 
The Dutch produce about 20 million 
pairs of non-rubber footwear an- 
nually. about 19 
million pairs. 

J. G. Schnitzer points out that 
there are now no Dutch restrictions 
on trade with the U. S. However 
he observes that “U. 
will have to compete with Belgium 
and Italy in quantity, and with 
Switzerland in quality shoes.” In 
addition Japan and Hong Kong are 
importance 


Consumption is 


S. producers 


increasing in as 
sources. 

Per capita consumption is 
ing, Mr. Schnitzer notes. And 
mand for non-leather shoes is grow- 
ing much more rapidly than 
demand for leather footwear. There 
are 3,500 retailers in the 
Netherlands. Importers usually sell 
direct to retailers, whereas pro- 
ducers sell to wholesalers. or 
directly to larger retailers. 

Imports totaled 1,162,126 pairs in 
the first six months of 1960, with 
Italy supplying 441,260 pairs of this 
total, and the U. S. only 3,925 pairs, 
mostly slippers for housewear and 
shoes with uppers and soles of non- 
leather materials. 

= . = 


Vexico: A Limited Market 


THE outlook for the Mexican 
market is not bright for U. S. foot- 
wear manufacturers. 

In 1959 only 245,831 pairs of U. S. 
footwear went over the border. [n 
the first half of this year, U. S. ex- 
ports to Mexico totaled 147,716 
pairs. The U. S. and Germany to- 


ris- 
de- 


about 
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gether supply more than half of all 
shoes imported into Mexico. 

“The Mexican government seems 
to have decided on a policy of re- 
jecting almost all applications for 
permits to import footwear into the 
interior,” comments J. G. Schnitzer. 

“All types of shoes are imported 
into the free zones, which are not 
affected by the import policy.” (The 
free zones are principally the border 
areas of lower California.) Only 
sample and orthopedic and _ sport 
shoes for the most part are imported 
into the interior. 

Mr. Schnitzer observes that 
strong 
Mexican 


com- 


petition is betwen foreign 


suppliers and manu fac- 


turers. Price and appearance are 
the deciding factors in making sales 
to the free zones. “Consistent effort 
is necessary, and some advertising is 
desirable,” he notes. “Manufacturers 
might also benefit from the services 
of a distributor, 
mand, in the free-zone areas.” 

The Mexican 


produces about 60 million pairs of 


familiar with de- 


footwear industry 
leather shoes annually plus another 
15 million pairs of sandals, 
footwear and plastic shoes. Women 
consume 
children 
20 per cent. 


rubber 


10 per cent of the output, 


another 40 per cent, men 


Chile: Produces a Surplus 
AMERICAN footwear producers 
haven't much to look forward to in 
Manu- 
facturers there produce about 12 mil- 
lion 


the way of a Chilean market. 


pairs of leather footwear an- 
nually plus another 150,000 pairs of 
plastic shoes. Domestic consumption 
ia only 9.1 million pairs. 

To protect its footwear industry, 
Chile imposes high import duties on 
These duties kept U. S. 
shipments down to 1,680 pairs last 
year, although 5,002 pairs arrived 
from the U. S. 
of 1960. 

Chilean manufacturers, seeking 
markets for their surplus output, are 
now selling shoes to large depart- 
ment stores in New York, and are 
showing similar Rome, 
Paris, Milan Mr. 


footwear. 


in the first six months 


models in 


and Santiago. 


Schnitzer reports that the trial ship- 
the U. S. met with only 
because the average 


ments to 
limited 
sizes were too wide. 


sales 


Men’s and women’s shoes in Chile 
are made chiefly from calf leather. 
The linings are made from cloth and 
dressed sheep and goat skins. Men's 
Goodyear welt and cemented and vul- 
preferred. 


canized shoes are 


Portugal: Little Chance 
THE U. 8. 
Portugal is poor. 
low shoemaking costs in 
combine to create an unfavorable 
climate for U. S. footwear. In 1959 
and in the first six months of 1960, 
shoe exports from the U. S. to Por- 
nonexistent 


for shoes in 
High tariffs and 


Portugal 


market 


tugal were almost 

Portugal consumes about 4.5 mil- 
lion pairs of leather shoes annually. 
Domestic 
million pairs, and the trend in pro- 
There 
of them 


production is about 8&8 


duction is up are about 
2,000 factories, 
and inefficient, 
About 
in shoe production 

distri 


Lisbon, Oporto, 


most small 
with only about six 
workers 10,000 persons are 
engaged 

Large producers bute 
through agents in 
Smaller manufac- 
For- 


eign producers sell direct to stores 
items 


and Coimbra. 


turers sell direct to retailers 


handling luxury 


New Milwaukee Company 
To Specialize in Imports 
MILWAUKEE—Maury J. Perl- 
stein and Abraham Schwartz, major 
stockholders of Schwartz Footwear 
Co., a domestic shoe wholesaler, have 
set up a new firm to specialize in im- 
ported The United 
Nations Footwear Co 117 
N. Water St., next door to Schwartz 


Footwear. 


footwear. new 


will be at 


Initial emphasis will be on shoes 
from the Far East. The company 
will also distribute English, French 
and Italian shoes, according to Mr. 
Perlstein. According to plans, a 
number of salesmen will be added by 
spring to plug the import 
throughout the Midwest 


lines 


® Ripple Sole Corp., Detroit, has 
been granted a patent by the Union 
of South Africa covering im- 
provement on the Ripple Sole 
through a sole-and-wedge combina- 


tion. 


an 


Boot and Shoe Recorder 





New Texas Firm to Make 
Top-Fashion Girls’ Shoes 

DALLAS—A new girls’ shoe com- 
pany, the Gina Footwear Co., Inc., 
has been organized as a Texas corpo- 
ration with general offices at 1215 
Slocum St., Dallas, and a factory in 
Epping, N. H. Ben Berwald, secre- 
tary of the company, also is associ- 
ated with the Self-Serv Fixture Co. 
here and travels the Southwest and 
the West for Athletic Foot- 
wear of America. 

President of the company, 
which is starting with a production 
of 720 pairs a day, is Kenneth Smith. 
Ralph J. Shanks is vice-president 
John Kangis, a shoe manufac- 
turer for 30 years, is treasurer. 


Coast 


new 


and 


Goal of the company is to make 
the highest-fashion little girls’ shoes 
“which look like mother’s.” Teenage 
treatments are used on the children’s 
shoes, 
pany 
the double needle in children’s shoes. 


Officers believe the new com- 
is one of the first to introduce 


“Based on today’s market, shoes 
are judged by children, not by 
mothers,” Mr. Kangis said. The new 
company has exhibited 50 styles in- 


cluding little cowboy stacked heels, 
spectral-type flat heels and Queen 
Annes, hand-laced and drape treat- 
ments, metallic silk embroidery, 
luster patents, pearlized leathers, 
jewel ornaments and rhinestone 
bows. 

At present Mrs. Inez Nunnally, 
Houston, formerly with Culver Shoe 
Manufacturing Co., is covering Okla- 
homa, Texas, Louisiana and Arkan- 
and Allan Apollon, formerly 
with Child Life, is covering Florida 
in a pilot-selling operation. The com- 
pany will add one or more territories 
for the fall season. 


Sas, 


U. S. Lists Shoe Needs 
PHILADELPHIA The Military 
Clothing and Textile Supply Agency 
announced plans to procure about $9 
million worth of leather and rubber 
footwear the first half of 
1961. The will require ap- 
proximately 515,000 pairs of combat 
and safety boots; 790,000 pairs of 


during 
agency 


dress shoes: 659,000 pairs of service 


and safety shoes; 32,000 pairs of 


high rubber overshoes, and 49,000 


pairs of gym shoes 


HEEL ELEVATORS 


100 pieces*17.50 
250 pieces $42.50 
Dozen $ 2.85 


The very newest and 
best for heel eleva- 
tors, clear plastic 
with plated spring 
wire. 


Romito’ 


2259-708 


CHAIN QUANTITY PRICE AVAILABLE 


All goods FOB our plant 


PLASTIC > METAL * BRASS * WIRE 


December 15, 1960 


Check with order under $25.00 


* WOOD FIXTURES 


New Firm in Hialeah, Fla., 
Makes Women’s Sandals 
MIAMI, FLA.—A manufac- 


turer of women’s sandals and nov- 
elty footwear, Gold Coast Shoe Co., 
Inc., this month moved into 
full production in nearby Hialeah. 
Under the brand name Gold Nugget, 
the company is producing sandals in 
a variety of uppers, including plas- 
tics, leather and fabrics, and novelty 
footwear including open toes. The 
will $1.35 to $3.15 a 


new 


early 


shoes sell at 
pair. 

The Hialeah chosen 
the firm because of the yvear- 
round market for such shoes in this 
area, and because of Miami’s near- 
ness to the Latin American trade— 
a potential all-year market. At 
present the company is turning out 


site was for 


new 


alse 


125 cases of sandals a week. 
President of the firm is Fred 
Uretsky, who was formerly in the 
motel business Production man- 
ager is Peter Scourtis, who had been 
retired after spending most of his 
The com- 


is employing seven salesmen, 


life in the shoe industry. 
pany 
one of whom will cover Puerto Rico. 


Donnell¥Y 


Shoe Store Equipment 
CATALOGUE 


IS RESERVED FOR YOU! 
7-- Mail Coupon Today! --- 
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t 


¥ address 


ROMITO-DONNELLY 


CORPORATION 





RAVENNA,OHIO 


State. 
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Claremont Maid Closes 
New Hampshire Factory 

CLAREMONT, N. H.—Claremont 
Maid Shoes, Inc., has halted opera- 
tions, idling some 200 employees of 
this women’s cement process foot- 
wear manufacturer. Samuel Forma, 
plant superintendent, announced the 
closing. 

The company 
here for five years by James Forma, 
who also and operates Law- 
rence Maid Shoes, Inc., in Lawrence, 
Mass. Gordon Lauder, manager of 
the Lawrence subsidiary, the 
Claremont f: shut 
down have 


the business to keep it in operation.” 


been operated 


nas 


owns 


said 


uctory was being 


“because we just don’t 


Adhesives Plant Starts 

CINCINNATI A 25,000-sq.-ft. 
plant has gone into operation here 
for Imperial Adhesives, Inc., a 
United States Shoe 
sidiary. 

The plant will specialize in na- 
tural rubber, reclaim, neoprene, ni- 
trile, acrylic, vinyl latex and sol- 
vent adhesives. Hot melts, polyester 
and epoxy compounds will also be 


sub- 


Corp 


ORIGINAL 


“Natures Own” 


produced as well as customer emul- 
sions and dispersions for the trade. 

Jerry Conrad is president and 
Steve Proops is vice-president of 
Imperial. 





Film Star in Slipper Plant 


Film and television cowboy Roy Rogers visits 
S. Goldberg & Co., Inc., Hackensack, N. J., 
which in the last eight years has produced 
more thon 2'/2 million pairs of slippers 
carrying the Rogers nome. During a tour of 
the company's plant, he pauses at a trim- 
ming machine. His guide is Company Presi- 
dent Sidney Goldberg. 


R 


with CONTOUR FIT 
. . . the Leading Straight Last Children's Shoe 


“Nature's Own" is not a “specialty shoe.” Nota "prescrip- 
tion” of “problem-foot™ shoe. No doctor's recommendation 
or prescription needed here! 


“Nature's Own" sells easy as Christmas candy! 


Created for all healthy, active, growing feet... . “Nature's Own" 
fits the foot as Nature intended. 


IN-STOCK ... Always! 


Ready to ship in a wide variety of size ranges 
and colors—in both normal and supportive con- 
structions. You'll do well to write today to see 
these amazing shoes. 


)uliue 


CELEBRATING OVER 60 
YEARS OF FAITHFUL SERVICE 
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New Management Duties 


Are Listed by Texon, Inc. 
SOUTH HADLEY FALLS, MASS 


-Newly defined management re- 
sponsibilities have been announced 
by Texon, Inc., a maker of innersole, 
counter and midsole materials, viny]- 
coated socklinings and heel pads. 

President David Schoales listed 
these changes. 

Wesley N. Stickel, formerly 
president in charge of research, as 
sumes responsibility for productior 
in all three Texon plants, in Holyoke 

and South Hadley Falls 
George Wood, vice-president, 


vice 


Russell 
Mass. 
will 

phase of the business, that of plan 


direct a new administrative 
ning and obtaining productive means 


for new materials and processes 


® Majestic Sales Co., 106 Beach St 
Boston, has been appointed exclu 
the and 
industries for 
Fonda Manufacturing Co., Fonda, 
N. Y. The Fonda firm makes a full 
line of pile fabrics, knitted fleeces 
plain and printed), terrycloth, and 


sive sales agent in shoe 


rubber footwear 


imitation shearling linings 


--as 
** oe 
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“If Children Were Born With Shoes... 
They'd Be Wearing ‘Nature's Own'!” 
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Where to Buy 





JOBS 


JOBS 


JOBS 








Highest Prices Paid 
Complete Shoe Stocks 





IRVIN RUBIN The House of Jobs 


Men's, Women's and Children’s 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Will Buy Your Close Outs 
Short Leases Assumed 








Genesco Advisory Board 
Names Chairman, Others 
NASHVILLE, TENN.—Joe Rob- 


manager of operations for 
Inc., has been named chair- 
man of the company’s advisory board 
of directors for the coming year. The 
board is made up of younger execu- 
tives work management 
problems in consultation with Genes- 


inson, 


Genesco, 


who on 
co's senior board of directors 
Others elected William W. 
Wells, vice-president and _ genera! 
manager of Glendale Shoe Co., 
William C. O'Connor, 
attorney, and 
Glaus, Jr., regional credit 
assistant secretary 


were: 


board 
vice-chairman; 
C,enesco 

Oscar D. 


manager, 


secretary, 


Nectow Active in Company 

BOSTON Kranz-Nectow, 
onverters of shoe fabrics, 
that Saul N. Nectow 
actively associated with the 


Inc., 
an- 
nounced has 
become 
company in advisory 
Mr. Nectow has been a director for 
some time. He formerly vice- 
president of Swift & Co as well as 
president of Swift’s subsidiary, the 
A. C, Lawrence Leather Co. 
Kranz-Nectow has expanded 
lines to include new fabrics especi- 
ally suited for use in medium-priced 
women’s and children’s shoes. 


an capacity. 


was 


its 


© B GS Shoe Corp., 
N. H., has opened new, ultra- 
modern showrooms for Buskens 
casuals and Honeybugs slippers in 
suite 6900 of the Empire State 
Bldg., New York. The showrooms 
were displayed to visitors during 
the PPSSA. 


Manchester, 


December 15, 1960 





BOX HANDLERS 


SAVE TIME 
To 
SELL 


SHOES 


with Long Arms 
shoes from the high 
shelves quicker, easier 
safer than by any other 
method or you moy re- 
turn them Long Arms 
with 24°. 36". 48°" and 60° handies, $3.95; with 
72" handles, $4.95. Postage prepaid in USA 
Specify handle length and if for men's or women's 
boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Rd 





LONG ARM® 
ooo tame wane 


more 


You get 





Stamford, Conn 





ORTHOPEDIC FOOTWEAR 
TARSO SUPINATOR SHOES® 


-for weak or flat feet - 
. prescribed by doctors 
as the modern corrective 
shoe for children. 
Mede and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


332 Sovth Broadway . Yonkers, 





Upper Leather Spray 


HAVERHILL, MASS.—C. F. 
Jameson & Company here has per- 
fected a new upper leather 
known as the TS-D Series. 


spray 


tight-topped leathers and those 
which have been antiqued. It is 
said to be flexible and quick-drying 
with complete freedom from tack. 


Students See Compo Film 

LYNN, MASS.—Students at the 
Lynn Shoemaking School recently 
were shown Compo Shoe Machinery 
Corp.'s film on the “Manufacturing 





This is | 
a water-based spray for use on both | 





You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 

"While in town see Weil 


New York Sample Room 
138 Duane St., NYC 


Quality shoes since ’32 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Lovis 3, Missouri 





For Over 4S Years 


lal-telelol ielal-ta) 


CANCELLATION 
STORES 


Quality Brands 


For 


Lowest Prices 


Largest Stocks lll Price Ranges 


Fine Festwear 
MOSINGER-COHN 


235 Wos> 








MA 1-3363 


of Tabless Shoes.” This is a 12- 
minute film showing the 
operations involved, taken in 
of this country’s leading shoe fac- 
tories. On hand to answer the stu- 
dents’ questions was James O’Brien, 
in charge of shoemaking for Compo. 


various 


one 


6? 





Personnel 





Ee. J. ST. JAMES 
To Home Office 


A. B. MANSFIELD 
Elected Director 


Elected... 


A. Byron Mansfield, a member of 
the board of directors of the J. F. 
McElwain Co., Nashua, N. H. He 
continues as purchasing agent. 

James Alan Montgomery, Jr.. 
secretary of the Chilton Co., Phila- 
delphia, publishers of BOOT AND SHOE 
RECORDER. He is senior partner of 
the Philadelphia law firm of Pepper, 
Hamilton & Scheetz. He 
the late John Blair Moffett. 


replaces 


Promoted .. . 


Harold W. Allen, to technical su- 
pervisor of model cutting and pat- 
ternmaking for the women’s and 
children’s divisions of Craddock- 
Terry Shoe Corp. 

E. J. St. James, to the home of- 
fice staff of North & Judd Manu- 
facturing Co., New Britain, Conn.., 
whose products include shoe trim- 
mings. He is export manager and 
has been serving as resident man- 
ager of the New York office. 

W. E. Kingsbury, from manager 
of the Philadelphia office to man- 
ager of the New York office of 
North & Judd Manufacturing Co. 

J. E. Henderson, from New York 
salesman to manager of the Phila- 


AL SCHEER 
Also with Randolph 


MARIANNE TATER 


Joins Hitemon 
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DONALD SIMONS 
VP ond Gen!. Mgr 


VINCENT J. WINKOPP 


Vice-President 


delphia office of North & Judd Man- 
ufacturing Co. 


Appointed ... 


Donald Simons, 
and general manager in charge of 
manufacturing for The « 
Shoemakers, division of Sam Smith 
Shoe Corp., Newmarket, N. H. He 
formerly superintendent in 
charge of manufacturing for Sim- 
plex Shoe Manufacturing Co. 

Vincent J. Winkopp, vice-presi- 
dent of Heritage Specialty Foot- 
wear Co., Natick, Mass. He will be 
in charge of national sales and pro- 


vice-president 


“ankee 


was 


motion, and will call on key East- 
He 


and 


ern accounts was formerly 


vice-president national sales 
manager of Danvers Shoe Co. 

Robert Gershon, sales manager of 
The French Shoe Co. of America, a 
new division of Chambord Shoe 
Co., Inc., New York, which will sel] 
volume’ shoes 
chains, buying 
joined Chambord last 
sales representative. 

Alexander Mason, sales directo: 
for Diamond Shoe Corp., Marlboro, 
Mass. 

William Riley, sales representa- 
tive for the Randolph Manufactur- 


slippers to 
etc He 
spring as a 


and 


offices, 


BILLIE HOWARD 


Fashion Consultant 


DANIEL M. LAMB 
Chemical Official 


WILLIAM RILEY 


Sells for Rondolph 


ROBERT GERSHON 


Seles Monoger 


ing Co., Randolph, Mass., covering 
Oklahoma and west Texas 

Al Scheer, 
Randolph 
Virginia, 


sales representati 
Manufac 
the Carolina 
Georgia and Alabama 

Bert Waldstein, 
advertising service depar.ment of 
A. Sandler Co., Needham Heights, 
Mass. He succeeds Mrs. Genevieve 
Tippett, who resigned 

Dallas Neeley, sales representa- 
tive for the and Gattina 
lines of Louis H. Salvage Shoe Co., 
Manchester, N. H., covering Denver 
and the Southwest 

M. Walton, 
for Albert H 
Milwaukee, 
Corp., 


for turing lo 


covering 


manager of the 


Salvini 


Everett sales 
sentative 
ner Co., 
Textron 
and Utah 
Will Hammer, 
tive for Albert H. Weinbrenner Co., 
covering 


repre- 

Weinbren- 
division of 
traveling Colorado 


sales representa 
division of Textron Corp., 
Wyoming, Montana and Idaho 

Lloyd Gray, 
layout director in charge of produc- 


assistant art and 
tion, in the advertising department 
seloit, Wis 


repre- 


of Freeman Shoe Corp., 
Robert W. Arnoff, 
sentative for Vitality division of In- 
Shoe Co., St. 
New York 


sales 


Louis, 
City 


ternational 


covering the and 


RALPH F. LITTLE 
Retiring 


DOUGLAS MUELLER 


Merchandising Head 


Boot and Shoe Recorder 





northern New Jersey areas from 
headquarters in the Empire State 
Bldg. He replaces Charles A. Dos- 
tal, who resigned. 

Herbert M. Varnum, sales repre- 
sentative for the Quabaug Rubber 
Co., North Brookfield, Mass. He will 
also be an assistant to Francis C. 
Rooney, president. 

Miss Marianne Tater, 
director and stylist for Hiteman 
Leather Co., Inc., West Winfield, 
N. Y. Her office wil] be in the Em- 
pire State Bldg., New York. 

Billie Howard, fashion consultant 
for Leather’s Best, Inc., New York, 
on all of the Carl Freudenberg calf 
leathers, imported from Weinheim, 
Germany. 

Richard T. Kingston, a 
of the merchandising 
United Tanners, Inc., 
Pittsfield, N. H. 

Daniel M. Lamb, vice-president 
and general manager of the Compo 
Chemical Co., 


fashion 


member 
staff of 


Dover and 


wholly owned subsid- 
iary of Compo Shoe Machinery 
Corp., Waitham, Mass 

Reuben Barkan, 
representative 
Foam Corp., New 


shoe 
for 
York 


industry 


sales General 


Douglas Mueller, director of mer- 
chandising and public relations for 
Seiberling Rubber Co., Akron, O. 

M. A. Harden, sales representa- 
tive in the New York office of North 
& Judd Manufacturing Co., New 
Britain, Conn. 

William D. Rhodes, a salesman 
for American Fixture, Inc., work- 
ing from the New York office and 
showrooms. 


Resigned . . 


Mrs. Dorothy Fox Davies, 
her post as fashion 
Hiteman Leather Co., 
Winfield, N. Y. 

Harold Kessler, 
tions as 


from 
director of 
Inc., West 


from his 
vice-president and 
chandise manager of Hussco Shoe 
Co., in New York. He said he would 
announce his plans shortly. 


posi- 


mer- 


Retiring .. . 
Ralph F. Little, from B. F. 


rich Footwear and 
Watertown, Mass.., 


was 


Good- 
Flooring Co.., 
where for 14 
manager of B. F. 
Branch footwear sales 
He joined the firm in 1935 


years he 
Goodrich 


e Financial 


Godman Spring Volume Up 


COLUMBUS, O.—Godman Shoe 
Co. says its volume for the first two 
weeks of the spring selling season 
was 15.5 per cent above sales for 
the comparable weeks of last year. 
Vice-President Dale Lawrence ob- 
served, “While our new needle toes 
and an added group of $8.95 mid- 
heels account for some of the 
the 
general.” 


in- 


crease, sales upturn appears 


Dividends... 


Shoe Corp. of America, Colum- 
bus, O.: quarterly dividend of 25¢ 
per common share, payable Dec. 15 
to stockholders of record Nov. 25. 

Seiberling Rubber Co., Akron, O.: 
quarterly dividend of 12%2¢ per 
share on the common stock, payable 
Dec. 15 to holders of record Dec. 1. 
This compares with 25¢ paid previ- 
ously. Net for the nine 
months ended Sept. 30 were $37.6 
million, down 10 per cent from the 
comparable period of 1959. 


sales 





Ye SEASON'S 
Success 


SELLERS 


Stitt 
e 
X  SeLuNe! 
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STYLE 850 "SHAWL" 
TREATED LEATHER SOLE 
GENUINE GOODYEAR WELT 





INSTOCK * 


INDEPTH * 


IN VELVET * 


IN BLACK 


* FULLY LINED, TOO! 





SIZES 8'/, TO 3 
WIDTHS B TO E 


STYLE 849 “HALF BAL" 
PEBBLED NUCLEAR SOLE 
GENUINE SILHOUWELT 


December 15, 1960 


the SOlid value shoe 
W. L. KREIDER'S SONS 


MANUFACTURING COMPANY INCORPORATED 


BOX 311 
PALMYRA, PENNSYLVANIA 





OUR PRICES 
PRODUCE 


FAST SALES 


) = Oe 5 


) & — 


WOMEN'S & 
CHILDREN’S 
SHOES 
IN NEWEST 
STYLES 


79-81 READE ST., NEW YORK 7, N.Y. 
SHOE co. Phone: WOrth2-5180 





e Deaths 


George H. Mealley, 75, 


Retired Leather Executive 


FT. LAUDERDALE, FLA.- 
George H. Mealley, 75, a prominent 
figure in the shoe and leather indus- 
try for 50 years, died suddenly here 
Nov. 21. 

He had 
in 1957 


Ohio 


retired 
from the 
Leather Co. 
after more than 35 

service. At 
time he 


vears’ 
that 
n charge of 


and pu 


was 
sales 
blicity in 
the eastern U. S. 

Long active in 
the tanning indus- 
try and its associ- 
ations, Mr. Mealley 
was at one time chairman of the ex- 
ecutive committee and a director of 
Leather Industries of America. He 
chairman of the Calf 
Leather Publicity Group and a mem- 
the Color and Exhibit 
mittees of the Tanners’ 

Before joining Ohio Leather Co., 
Mr. Mealley had his 
firm. 


GEORGE H. MEALLEY 


served as 
ber of Com- 
Council. 


own tanning 


JOSEPH MOSES, 73, sales rep- 
resentative for Julius Altschul, 
Inc., Brooklyn, for almost 20 years, 
covering Brooklyn, Long Island and 
ipper New York State; Nov. 7, in 
Forest Hills, L. I. 


WILLIAM H. PIPER, 48, 
ager of I. Miller’s Chicago salon 
since last May; Nov. 21, in New 
York. He spent 33 vears with Geu- 
ting’s, Philadelphia area chain, be- 
coming executive vice-president, and 
later with Bonwit 


man- 


Was associated 


72 


Teller & Co. in the Philadelphia 
area, before joining the I. Miller 
organization in September 1959 as 
manager of the downtown Philadel- 
phia store. 


JOSEPH W. SHANK, 68, 
man for the Hagerstown Shoe Co 
for years; Oct. 17, in 
Hagerstown, Md., where he spent 
his entire life. 


sales- 


over 45 


S. NELSON HICKS, JR., 60, pres- 
ident of Gano-Downs, Denver, since 
1951, and one of the best known re- 
Nov. 27, in Der 


and 


tailers in Colorado; 
The 


departments in his four stores are 


ver. men’s women's shoe 
regarded among the highest-quality 


shops in the Mountain States. 


EDWARD MANDERVILLE, 73 
manager of several Regal Shoe Co. 
stores in New York prior to his 
1954 retirement: Oct. West 
Caldwell, N. J. 


28, in 


GEORGE BEROW, 8&8, buyer for 
B. L. Taylor, Watertown, N. Y.., 
shoe wholesaler for 23 
later a member until 1946 of 
Berow & Monroe retail 
in Watertown: Oct. 25, 
Fla. 


and 
the 


firm 


years, 


shoe 


in Sarasota, 


SIDNEY HIRSHMAN, 57, owner 
of Howard’s Shoe Store in 
cuse, N. Y.; Oct. 29, in Syracuse. 
His widow, Jean, will continue the 
business. 


Syra- 


JACOB KASDIN, 54, owner for 
30 years of the Factory Shoe Outlet 
in Rochester, N. Y.; Nov. 9 in 
Rochester. 


FRANK M. STRAHL, 84, proprie- 
tor of the Strahl Boot Shop, Erie, 
Pa., for 60 years; Nov. 12, in Erie 


JOHN P. HURD, 76, operator of 
a men’s shoe and clothing store in 
Farmington, N. H., for about 44 
years until his retirement last May: 
Nov. 13, in Farmington. 
COURTNEY, 


owner 


a 60, ¢ 


O., shoe 


anton 


store who was in- 
bringing Little 
League baseball to Ohio in the mid 


1940s; Nov. 8, 


strumental in 


in Canton. 


FRANK BERMAN, a partner fo 
six vears in Roby’s 
Grand River Ave., Detroit; N 1”) 
in Detroit 


Shoes, l S586 


BEN GROSS, 75, retired operato: 
of the Jerome Shoe Store, Harvey 
Ill.; Nov. 18, in Chicago 


JOHN GEISINGER, operator 
the Store in Mi 
waukee for 45 


1950: 


Geisinger Shoe 
until 


30, in Mil 


years 
tired in Oct 


waukee 


MICHAEL J. CARROLL, 69, an 
organizer and national supervisor of! 
for the United Shoe 
Workers of Nov. 28, in 
Lynn, Mass., after he had 
won re-election to his ninth term in 
the Massachusetts Legislature 


union elections 
America; 


20) days 


FRED G. DITTMANN, 
buyer for the Upper Leather divi 
sion of Armour Leather Co., Sheboy 
gan, Wis., and an Armour employes 
for 35 years; Nov. 24, in Chicago 
He was a member of the Tanners’ 
of America Hide 


nice 


Council Commit- 


tee. 


JAMES PRICE, 76, who retired 
in 1945 as managing editor of the 
Chicago Daily Hide Report and 
Shoe and Leather Report; Nov. 11, 
in Chicago. 
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Salesmen on the Road 





by VIVIAN C. ANDERSON 


Rodeo Champ Sells Boots 

Johnny Cobb, new sales represen- 
tative for Tony Lama Boot Co., El 
Paso, Tex., ought to know his line. 
Johnny is the former saddle brone 
champion of the National Western 
Stock Show (1955 starred in 
national rodeo finals throughout the 
nation for 11 years. 

In 1957-58 his horse, Pretty Boy, 
was voted the second best bucking 
horse in the world at Tucson, Ariz. 
His horse, Dynamite, appeared in 
national finals in many rodeos, 
Boston that 

Joan 
famed 


and 


It was at a rodeo in 
met 
Cochrane, daughter of 
Detroit Tigers player, 
Mickey Cochrane. Joan, who lived 
then in Grosse Pointe, Mich., was 
attending Endicott Junior College 
at Beverly, Mass. They 
married 10 years. 

Johnny, who for Tony 
Lama in Oregon, Washington, 
Idaho, Utah, northern Nevada and 
northern California, (when 
not on the road) in Lakewood, Colo. 
The family owns four horses. The 
Cobbs’ two girls, Terry, 9, and 
Candy, 7, already are expert riders. 
Their baseball-famed grandfather 
often visits them. 

“With two girls, I’m afraid Joan 
and I won’t have any bronc riders 
or another member of the family as 
a catcher in the Hall of Fame,” 
says Johnny. “Bat I surely can fit 
them with boots.” 


bride-to-be, 
the 


baseball 


Johnny his 


have been 


travels 


lives 


7. * 

Novel Idea Pays Off 

WHILE showing his line of shoes 
recently at the Roosevelt Hotel, 
New Orleans, Phil Bennett, West 
Coast and Southwest representative 
for Avenia Shoe Corp., division of 
Joseph Antell, was attracted to the 
busy convention of Louisiana beau- 
ticians and cosmetologists going on 
in the same hotel. He had an idea! 
he announced a Cinderella contest 
which met with the enthusiastic ap- 
proval of the convention directors. 


December 15, 1960 


Johnny Cobb in ao national rodeo with 


The prize was a $25 
742AAAA pumps. More 
women tried the shoes. 
Miss Eleanor Alford, 
La., a representative-demonstrator 
for a cosmetics company, 
clared the winner. The pumps fit 
her perfectly. 

“The enthusiasm of little 
contest in attendance fantas- 
tic,” Mr. Bennett said, “and conse- 
quently consumer interest was the 


pair of 
than 50 

Finally 
Shreveport, 


on 


was de- 


this 
was 


Emil Kappel [right), who at age 82 is 
marking his 25th year with Herbst Shoe Man- 
ufacturing Co., talks about his long ser- 
vice with John F. Herbst (left), president 
of the company, and Frank Trani, owner of 
Trani's Shoes, San Pedro, Calif. Mr. Kap- 
pel, called the “dean of southern California 
shoe salesmen,” is the second oldest Herbst 
salesman in term of service. 


Send contributions to: Mrs. Vivian Anderson, Salesmen on 
the Road Dept., 995 Lombardi Lane, Lakewood 15, Colo. 


his horse Dynamite in Nampa, !daho. 


result of the effective 
publicity that followed my idea. 
“In watching this convention for 
several days, I felt that the excel- 
lent program presented and the at- 
tendance on hand put the shoe in- 
dustry to shame. The state atten- 
dance about 2000 persons. 
They paid entrance fees either as 
proprietors or cosmetologists. The 
general public could attend and 
they paid for a table at $5 per per- 
I wondered if we in the shoe 
industry could something 
from other conventions like these.” 
Mr. Bennett’s home is in Beverly 


Hills, Calif. 


newspaper 


was 


son. 
learn 


120 


George Caporal of 


Years of Selling 

Dayton, O., 
and Lewis Weatherby of Columbus, 
kay 
for Endicott Johnson Corp. in the 
Detroit area, were presented cita- 


veteran sales representatives 


tion plaques recently on the com- 
service each. 


a dinner 


pletion of 40 years’ 
They honored at 
meeting highlighting a spring sales 
conference in Detroit. 

Also honored for 
vice Was an eastern division sales- 
man, Frank L. Swanson of Buffalo. 
He was to have received his cita- 
tion at a meeting in Endicott, N. Y., 
but he was ill at that time. 


were 


10 years’ ser- 





Classified and Want Ads 


SALESMEN WANTED SALESMEN WANTED SALESMEN WANTED 


REPRESENTATIVES WAN 
SELI gpvoelonet GROWING LIN 


THOMAS SHOES FOR MEN ss A hh 











a nationally advertised division of a me ; 

teply ' x 774 OOT AND ‘Snon Re apen 

Brilliant Brothers Company WE ARE LOOKING FOR SEVERAL 
190 LINCOLN STREET BOSTON 11. MASS. TO CARRY ON A COMMISSION BASIS, 


ONE OF THE finest quality lines of unbranded 


hildren 


has immediate openings in We 
NEW ENGLAND, SOUTH, AND SOUTH WEST 1 cn 


submit selling resume, references. 


c Territor 











SALESMAN WANTED 
f Infants’, Children's a 
Pre Welt Shoes 


Snore Re 


SALESMAN SALESMEN JUVENILE SHOES 

ED FOR QUALITY 1 
Top notch solesmon with established follow Leading wholesaler with national distribution CEMENTS AND BONWI 
ing for Eastern distributor and wholessier to desires coverage by aggressive salesmen in keups I tore 
cover the Philade!phia metropolitan orec Arkansas, Florida, southern Illinois, Minne 
. ips : sota, St. Louis, Missouri, New York State 
A full line of ladies’, children's shoes, rubber with the exception of metropolitan New York 
goods ond tennis wear in the popular price City, Tennessee ond Texas 
range represents our strong and well oac- a a ‘ nue : 
cepted range of products which will enable complete line of our women's children's 
you to cover the requirements of the market shoes, rubber footwear and tennis shoes in MANUFACTURER WANTED 
the popular price range represents a strong 
line of merchandise for all territorise 





Arka 








with eose 
. WANTED TOF SI 
We would ke to review your moplete 

“ For details, please submit a complete rt RER WHO CAN 


resume. Please mail it in confidence. Reply , 
to B resume in confidence to us. Reply to Box 820 OR mor 
© Box 82! ot mere ome 


BOOT and SHOE RECORDER BOOT and SHOE RECORDER Philadelphia 39, Pi 











Chestnut & 56th Sts.. Philadelphia 39. Pa. Chestnut & 56th Sts., Philadelphia 39, Pa 
sant pet 72280 MALE HELP WANTED 























GIVE-A-WAYS 





LINE WANTED 
ADVERTISING GIVE-AWAY 


DISTRIBUTOR OPENING IN ROCKY EACH PAIR OF ro SOLD, G 
MOUNTAIN AREA WILI NEED Rt BBER EF “9 H CHILD a Pa ved Comix 
ar page, SLIPPER ar moccasit me adie Samyerts) with 


‘xo ‘Suor Rec cor, Chesn & 56th Streets pes Hook» Novelty = a y. 2031 Nth CLASSIFIED 
agit alin ne ena ADVERTISING RATES 

UNDISPLAYED 
20¢ a word 


ORDER BLANK Minimum (18 words) . .$3.60 


Box number, extra... .$2.40 


BOOT AND SHOE RECORDER Your name and address 
Chestnut & 56th Sts. charged at word rate. 
Philadelphia 39, Pa. Street number one word 











Here is my want-od: | St See janis lie DISPLAYED 
$16 per inch 








Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 








NOTICE: 


hetesih is Check O Classified Advertising 
Please check if box No. is Wanted [7] Money Order O Is poyable in advance 
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Wanted to Purchase 








WE PAY MORE focause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN’S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. |., N. Y. 
Max L. Meltzer, Pres. twanhoe 1|-9630 




















TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Usios City, N. J. 


Phone or Wire Collect 


UNion 3-6413 


La 


~* SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tien . . . quality men’s, 
women's and children’s shoes. 


he Feclacar FOR OVER 45 YEARS 


MOSINGER- COHN 


Ma 1-3363 











KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 





(fermerty Broitman-Gafe) 
146 DUANE ST. 
NEW YORK 13, N. Y. 
BE 3-7290 














YOU GET 


M 0 R E CHILDREN’S SHOES 
YOU GET Complete Stocks and 


CASH Stores Solicited 


At All Times. 


FOR CLOSE-OUTS of 
MEN'S, WOMEN’S and Mensebsin Sedte dame 


SHOE Co. 


79-81 READE ST 
NEW YORK 7. N.Y 


Phone: WOrth 2-5180 





WE BUY 


Your BRANDED 
and DISCONTINUED 
SURPLUS STOCK 


Write or Phone 
WaAlaut &-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 














B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS C 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S 
YOUR NAME PROTECTED 


B.& R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone of wire 
collect 





M. STOFF and CO. 
CASH FOR SHOES 
Closeouts—Complete Stores 
Phone or Wire Collect 








137 West B'dway New York City 
Tel. Beekman 3-0141-2 








FACTORY MANAGEMENT 











HEVERLE and HAY 


121 North Broad Street 
Philadelphia, Pa. 


Specialists in Leather Saving, cutting 
control, and all shoe management 





problems. 
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DISPLAY 


SIDELINE SALESMEN WTD. 











Cameron Company Displays 
500 Echo Lane, Glenview, Iilinois 
New and originals in plastics and displays 


lef ws re-do your windows 
Send for one of our experts 


JACK CAMERON, GUY MALLOY 
JACK L. CAMERON, JR 














FOR SALE 





FOR SALE IN CHOICE MIAMI AREA 
(CHILDREN’S AND TEENS’ SHOE STORE 
ESTABLISHED ears Tor reputatior 
t ame brands. F ent ir ery clea 
R to Box &18 

taut ff *] 


LIFORNIA’S PROSPEROUS SAN 
VALLEY FAMILY SHO! 
734 sales Long bhaned 
Box 
t & 


ASES FOR SALI 7 
SALESMAN’S SAMPLI 
: pair Ladies’ Mayet 


ALESMAN’'S 


CHILDREN’S BUSTER BROWN SHOE 
STORE LOCATED IN FASTEST GROW 
NG AREA of So. Calif. Re to Box 815 


RANDED 


EENS’ BI 
SHORE AREA, 


NEW MIRACLE FI 
rHESE ARE HIGH « 


teste 


HE 
PORT 
weight supports of war 
flexible action and precisior 
sive May be washed 


Will not absorb od 


: men's sizes 


SUNNY CALIFORNIA WELI LO 
CATED SHOE STORI AND REPAIR 
COMB. SACRAMENTO VALLEY thou 
: stock of shoes, also second 30) 

sand stock and repair 

separately. Doing thriving | 
nterests why selling. Reply to Box 813, Boor 
A Suog Recorver, Chestnut & 56th Streets 
P elphia 39, Penna 


store 
together 


Other 


OPPORTUNITY! 


We have several openings for side 
line representatives for our won- 
derfal line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established, 
6% commission, plus bonus. Write. 


NEIL CARLSON, SALESMANAGER 


SEABOARD MATIOWAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 











SIDE LINE MANY 
OPEN Shoe Gloves,” Qua ' 
Vinyl baga Also p : rice eat 

stock fepartment Fas n-Art 


W. Pi Bivd., Los 


TERRITORIES 


ne 





FOR SALE 





FOR SALI SHOE MAKING AND OR 

rHOPEDIC BUSINESS, $14,0 ncluding 
ntor $4.9 wr balance payments. For 

eply to Bou 817, Box AN 

s t & Séth Streets, Phils 








PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 








VINCENT EDWARDS & CO. 
World's Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ed clipping service and special 
short term trial offer. 


Neme 
Company 
City 
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Automatic Leveling 
with Fingertip Control 


Fingertip adjustment at eye level, finger- 
tip starting, and automatic ejection of low 
quarter shoes make the toe, Automatic 
Leveling Machine a ‘‘natural’”’ for higher pro- 
duction, easier operation and high quality. 

Powerful hydraulic action of jacks and 
leveling rolls combines with automatic 
length measuring mechanism to ensure bot- 
tom character which is always a faithful 
reproduction of the last from shoe to shoe 
regardless of size. 

For the very best in leveling investigate 
the tee. Automatic Leveling Machine — 
Model A. 


UNITED SHOE MACHINERY CORPORATION 


Boston, Massachusetts 
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